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OW an entirely new field—a gold 

mine of profits never touched be- 
fore—is opened for you. Science 
has furnished the answer to several 
problems of civilized living never 
solved before. No longer need closed 
doors and windows in winter mean 
oppressive, lifeless air. No longer need 
repulsive odors of any sort be tolerated 
nature’s own 


anywhere. Ozone 


vitalizing and purifying gas ...can now 


be generated at any 110-volt A.C. outlet. 


O'zone, o'zon; n. Chem. A pungent gas re- 
garded as an allotropic form of oxygen; 
(03). A powerful oxidizing agent, being 
much more active than ordinary oxygen: 
employed for bleaching oils, waxes, ivory, 
flour and starch; also for sterilizing drink- 
ing water. — Funk & Wagnalls Dictionary. 


Destroys Cooking Odors, Animal Smells, 
Stale Cigar Smoke—Any and All Odors 
in less than 15 Minutes in Average Room 
So positive is the action of the Jefferson 
Ozonator, so spectacular its perform- 
ance, that it instantly becomes the 
center of interest when demonstrated 


either in a home gathering or in the 
dealer’s store. Even the most bitter 
skeptics are always amazed at the speed 
with which all kinds of odors are de- 
stroyed. Musty closets, rooms heavy 
with stale cigar smoke, the smell of fish, 
or boiled cabbage are all made clear and 
sweet in a few minutes. Even such pen- 
etrating odors as from medical bandages 
and animals are quickly overcome. 


Purified and Vitalized Air Makes for 
Healthy Bodies and Alert Minds. 


zone destroys Germs. 


Ozone, so powerful that it is used com- 
mercially for bleaching and for steriliz- 
ing is naturally a most dependable germ 
killer. 


an effective aid in fighting colds, influ- 


Thus the Jeflerson Ozonator is 


enza, etc.,and in making either homes 
or public places healthy and safe. Too, 
because it vitalizes the air—giving it that 
exhilarating freshness of the pine 
woods or mountain top, it keeps minds 
alert and bodies active. 
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Capitalize the Interest in Air 
Conditioning. Reap a Harvest of Profits 
Now in this Untouched, Waiting Market. 
Products to sell in 1933 must have 
novelty appeal. They must be different. 


They 
before. They must be demonstrable. 


must do something never done 


They must be priced right. They must 
have a wide market. The Jefferson 
Ozonator is ALL of these many times 
over. “Where can I get one of those?” 
is the question everyone asks when | 
they see it operate. Be sure your store 
is the answer. Write or wire for com- | 
plete information NOW. 


JEFFERSON ELECTRIC COMPANY | 
Bellwood (Suburb of Chicago) Illinois | 


The Jefferson Ozonator 
is of dignified and attrac- 
tive design. It is arranged 
with key hole slot in back 
for hanging on wall and 
with rubber feet for 
standing on table or cab- 
inet. The ozone tube gen- 
erator and all electrical 
equipment are fully en- 
closed. The fan creates 
air movement to insure 
complete and even ozon- 
ation of any room. Oper- 
ates on 110-volt alternat- 
ing current and uses less 
current than a 25-watt 
lamp. Arranged with 
switch to adjust ozone 
discharge to conditions. 
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WE BELIEVE 
THAT— 


Electrical Wholesalers 
should 


1. Economize 


By maintaining strict credit 
policies, adopting budgetary 
control and eliminating from 
their operations all wasteful 
practices. 


2. Localize 


By confining efforts within 
that territory which can be 
served at a profit and by co- 
operating in the solution of 
local problems through local 
wholesaler associations. 


3. Specialize 


By concentrating sales efforts 
on selected markets, com- 
modities and accounts, 


4. Advertise 


Their services and their com- 
modities consistently to their 
trade. 





5. As an Industry 


Adopt uniform accounting 
methods and uniform cash 
discounts, undertake distribu- 
tion cost studies and promote 
a better appreciation of the 
services rendered by whole- 
salers. 











E. T. ROWLAND, Editor 
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2 ELECTRICAL WHOLESALING 





“At this time electrical wholesalers not only need 
an increase in sales volume, but they are also facing the 
problem of declining size of individual orders. The electric 
range is a relatively large unit of sale. Any increase in 
range business will tend to increase the size of the average 
order filled by the wholesaler. 


‘In addition, the sale of each range carries with it the 
wiring materials necessary for its installation. This addi- 
tional business will mean much to both the wholesaler 
and contractor and it, alone, justifies the wholesaler’s 
heartily supporting co-operative range activities in his 





S Mr. Eiseman points out, the three- 

year range program of the National 
Electric Cookery Council presents unusual 
sales opportunities to the electrical whole- 
saler. This nation-wide campaign aims to 
make the American housewife as conscious 
of the advantages of electric cookery as 
she is now of electric refrigeration. 


To the wholesaler, the possibilities for 
profit are almost unlimited. He is the 
logical distributing agency for the ranges 
themselves—he will profit from their sale. 
And every range installation calls for wire, 
conduit and supplies—these the whole- 
saler will sell. 

More ranges mean more load and more load 
means more line and central station facilities— 
which many wholesalers will be called upon to 





**We'’ve always believed in pushing electric 
ranges, down here in Richmond—but we're 
going to go after the range business harder 
than ever this year. The National Electric 
Cookery Council is under way, spreading the 
story of electric cookery. Now is the time to 
promote ranges. We've sold a lot of ranges 
in the past, but we're going to sell many 
more in the future.’’ 
IRVING MAY 
Vice-President, Thalhimer’s Department Store 
Richmond, Virginia 


NATIONAL ELECTRIC 





own community.”’ 


We bn~ 


Secretary &9 Treasurer, Revere Electric Company, Chicago, Ill. 


You have a vital interest 


in this BIG JOB! 


furnish. This worth-while business—the tre- 
mendous profits it represents, you can obtain 
by aggressive co-operative effort. 


Your active support is indispensable 


All we ask you to do to further this movement 
is to lend your help in the establishment of 
Local Electric Cookery Councils. These must 
be set in operation so that the sales promotional 
efforts of all branches of the industry can be 
co-ordinated on a basis of profits for all. 


Join now with the contractors, dealers and 
utility in your districts. Get the Local Councils 
operating. Participate in the work they do. 
Your profits will amply repay your efforts. 


Confer with the Divisional Directors and Op- 
erating Sponsors in your territory and address 
your inquiries to the National Electric Cookery 
Council, 420 Lexington Avenue, New York City. 


“Almost every residence in those large 
suburban sections near our cities and in the 
smaller towns, communities and rural sec- 
tions is a live prospect for electric cooking. 

‘The Electric Cookery Program affords a 
wonderful opportunity for the co-operation 
of the manufacturers, the utilities and the 
dealers to accomplish this big job.”’ 


J.C. HOLTZCLAW 
President, Virginia Electric and Power Co. 
Richmond, Virginia 


COOKERY COUNCIL 
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Enthusiasm Will Bring 


mendous amount of enthusiasm 

among electrical manufacturers, 
wholesalers and their salesmen. This is well. 
Enthusiasm is essential for the success of any 
undertaking, especially for a sales activity 
such as “Victory in 733”. 

We may be possessed of sound judgment, 
we may have a normal amount of intelligence 
and experience, we may work mighty hard, 
but unless we are enthusiastic the results of 
our efforts will be but mediocre. 

Why is it that enthusiasm is so essential ? 
Because enthusiasm is contagious. If we 
possess it, those with whom we come in con- 
tact will catch.it in spite of themselves. All of 
which augurs well for “Victory in 733”. 

The sales managers of the participating 
manufacturers are enthusiastic, as is indi- 
cated by their messages on pages 17 to 19. 
Their salesmen have become infected with 
the germ of enthusiasm. Then what happens? 
They call on the wholesaler and he catches 
it, he calls a “Victory in ’33” sales meeting 
and his salesmen catch it. They go out and 
call on contractors, dealers and industrial 
plants and they, too, catch it. 

Such is the power of enthusiasm to increase 
the salesman’s productivity. If we all enthusi- 
astically believe that “we are definitely 
headed for better times’, if we spread this 
gospel far and wide in all our contacts—and 
spread it with enthusiasm—we will soon see 
tangible evidence that times are better. 

Here and there, a purse string will be loos- 
ened, others will follow, firms and individuals 
will make long deferred purchases and busi- 
ness recovery will slowly, but surely gain 
momentum. . 

And as recovery gains momentum who 
will secure the business? It will go to the 


OY endous in ’33” has aroused a tre- 


“Victory in '33”’ 


salesmen who know where these dammed up 
orders have been hiding for the past three or 
four years, and who vent their enthusiasm on 
those persons who have the authority to re- 
lease these orders. 

Thus, to successfully follow through on 
“Victory in 733” the salesman must properly 
direct his enthusiasm. Some people and some 
firms are broke, others can do no more than 
pay the landlord and the grocer, but still 
others—and there are many of them—can 
buy once they make up their minds to spend. 
These last should be the salesman’s target, 
they deserve to be infected with his enthusi- 
asm. 

As we pointed out in our New Year’s mes- 
sage last month, there are thousands of 
industrial plants which can actually save 
money by re-vamping their electrical distri- 
bution, their control and their lighting equip- 
ment. Where these plants are and what 
rehabilitation each requires, the individual 
salesman must determine. Then he must 
build his sales story to convincingly prove 
that money spent for these purposes will 
actually be an economy—and he must pre- 
sent that story with enthusiasm. 

Also he must infect his contractors, his 
dealers and his dealers’ salesmen with the 
enthusiasm to go out and work likewise, be 
their prospects industrial plants, commercial 
buildings or homes. He must direct them in 
intelligently selecting their prospects, build- 
ing up convincing sales presentations and, 
finally, he must keep them enthused. 

Thus will enthusiasm, properly directed, 
carry us through to “Victory in ’33.”’ 


OT Meachincdl 


EDITOR 
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The Next Prosperity 


Where will it come from? 


How do we know? 


What should be done to hasten it? 


By EARL WHITEHORNE 


Assistant Vice President 
McGraw-Hill Publishing Co., Inc. 
New York City 


MIDST the doubt and dis- 
A couragement of this de- 
pression, many are ques- 
tioning the possibility of a return 
of prosperity on the scale that we 
have known it. “We have passed 
out of those good old days,” they 
say. ‘We have more railroads, 
more steamships, more factories 
than the world can use. The fron- 
tier is gone in this country. All 
the land is occupied. We have too 
much agricultural and industrial 
production, too much labor, too 
much money and not enough work. 
We have become too efficient and 
destroyed our own livelihood.” 

That is the voice of unthinking 
pessimism. It attempts to measure 
the progress of a civilization that 
has been in process of develop- 
ment for untold centuries, against 
a personal background of the few 
short years of the limited observa- 
tion and experience that comes to any individual. It 
forgets that the basic character of the human race is 
almost unaffected by such incidents as the economic 
disturbance that we are now struggling with. We see 
it again and again back through the pages of history. 
And each time after surmounting the obstacle, the 
world has swept on with new ideas, new hope, new 
purpose to new achievements and the enjoyment of 
broader opportunity and a better life. 

We have created in the past era a whole new scheme 
of life which so far only a small portion of our people 
have been able to enjoy. We may now expect to see 
the interest and energies of American industry concen- 
trated on the production, distribution and installation 
of these innumerable services that have sprung from 
the scientific discoveries and inventions of the past 50 
years, so that they may be universally enjoyed. And 
the general adoption of these new modern utilities, con- 
veniences and comforts for economy, labor saving and 
entertainment in the normal lives of the American 
people, offers so vast a market for enterprise and occu- 
pation that in itself will provide as substantial a basis 
for prosperity as has been observable in any previous 
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Underwood & Underwood 
Earl Whitehorne 


period for which we have a record. 

For example, and to be specific, 
let’s consider what these new 
services are that science has made 
available to man in the field of 
electricity and the extent to which 
they are not yet in use. We will 
look at them in terms of their ac- 
cepted value and then of the in- 
dustry which will be created 
should the equipment necessary 
to provide these services come 
into universal demand as _ the 
standard of American Life. And 
we will classify them under con- 
venient heads: 


Services to the Home 


We will take as a basis of cal- 
culation, the promise that proven 
services to the home that are of 
universal appeal will ultimately be 
in universal use. This should cer- 
tainly be true among that propor- 
tion of homes of an economic status that enables the 
household to enjoy the “ordinary comforts of life,” 
according to the standards of the times. 

The fact that out of the 29,000,000 homes in Amer- 
ica, 20,441,249 are today using electricity, and 13,000,- 
000 have telephones and that 23,000,000 passenger 
automobiles are licensed in this country, would indicate 
that perhaps 25,000,000 homes, including farm homes, 
may be considered as a logical market for these modern 
services to the home. For these services that justify 
themselves economically by the money, time or labor 
that they save, or the contributions to health, comfort 
or happiness, which they provide. 

The accompanying data indicates the market for 
the major articles of existing equipment, articles which 
in the natural course of progress will be standard in the 
modern home as the services which they provide come 
into universal use. 

This equipment will be sold in two ways—by building 
the refrigerators, ranges, water heaters, clothes washers, 
ironers, dish washers, kitchen motors and ventilators 
into the new homes, financed under the original mort- 
gage ; and by selling these and the other appliances to old 
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homes as balanced plants for mechanizing house work, 
financed under installment contracts. 

The lighting of homes also offers a huge market, for 
present standards on the average are far below the 
conservative ideal for the proper protection of eyesight 
and the enjoyment of satisfactory illumination. It is 
estimated that in the 20,441,249 homes now using elec- 
tric light, there are somewhere about 100,000,000 empty 
sockets which need lamps in order that the present 
inadequate lighting systems shall function. 

About 16,500,000 homes have radio receiving sets 
today, half of which are now obsolete. An ultimate 
market for some 8,500,000 radios is indicated to equip 
the 25,000,000 homes under consideration, without the 
replacement of any of the sets now in use. 


_ Services to the Farm 

There are 6,288,648 farms in the United States. At 
present 698,786 are served by power lines. Within the 
next quarter century probably a total of 3,000,000 will 
be using electricity. In these farm houses all the elec- 
trical equipment listed as needed in the home will be 
desired and appropriate. Farms also have the same need 
for good lighting. 

In addition to the normal requirements of the house- 
hold, the farm is also engaged in the production of live 
stock and food stuffs, with various needs for power, 
heat and light that can be most conveniently and eco- 
nomically provided electrically. 


Services to the Factory 

There are in America roughly 200,000 manufacturing 
companies. There is installed in these factories electric 
power to the total of about 35,000,000 horse power. 
Roughly American industry is in the neighborhood of 
82 per cent motorized. 

The industrial uses of electric heat, while well proven 
in practice as an 
economical substi- 


installation of additional equipment over a term of 
years. They do not take into consideration the replace- 
ment of any new equipment now in use. Yet domestic 
electrical appliances have a natural life of say 10 years 
and a sizable portion of the domestic market through 
these years of expansion will be for replacement. 





The Home Market 
Out of 25,000,000 wired homes: 

21,501,000 have no electric refrigerator 
23,904,000 “ " electric range 
24,700,000 "electric water heater 
17,362,250 “ * clothes washer 
24,273,000 " " ironing machine 
24,885,000 “ " dish washer 
16,753,800 " " electric toaster 
22,264,000 " " waffle iron 
19,105,000 “ " coffee percolator 
15,718,000 “ " vacuum cleaner 
20,650,000 "electric clock 
21,650,000 “ " electric sewing machine 
21,661,700 " " electric radiator 
22,763,000 “ " heating pad 
5,227,500 “ " flatiron 











The character of the dwelling house in America is 
expected to change materially in the next generation 
of progress, with steel construction, insulated walls and 
floors and the major labor saving and comfort equip- 
ment built into the structure. This will cause the rapid 
obsolescence of existing appliances and accelerate re- 
placement. The machine equipment of American indus- 
try is likewise estimated as fully 50 per cent obsolete 
and its modernization will create a large additional de- 

mand for electrical 
equipment. In the 




















tute for other farm, in commer- 
forms of heat ap- : cial buildings and 
plication and con- Total Present and Available Business in transportation, 
trol have so far Value of Equipment and Wiring Now Installed Available maintenance and 
reached an aggre- Home Market -...ccccccccccsccecceee $5,320,000,000 $18,000,000,000 replacement will 
gate of only 3,500,- Farm Market 558,030,000 3,900,000,000 figure on about the 
000,000 kilowatt Industrial Market <....c.veeee 440,000,000 1,520,000,000 same scale. 

hours annually. Commercial Market ...............- 865,000,000 1 ,580,000,000 J ‘ 
There is in pros- Transportation Market ............ 2,870,000,000 10,500,000,000 The Quickening 
pect a further mar- $9,553,030,000 $35,500,000,000 Spirit 

ket for power in- We live in a fast 
volving about moving age. Tra- 
63,000,000,000 kilo- dition no longer 
watt hours. binds so tightly 


Industrial lighting has been developed to a high state 
of efficiency, but conditions in American factories today 
are far below the standard proven profitable, because of 
the influence of adequate illumination on spoilage, acci- 
dents and the output of workers. It is estimated that 
industrial lighting offers a prospective market for $100,- 
000,000 worth of equipment. 


The Market for Replacement 
Taken in the mass figures are bewildering, but even 
these colossal totals represent but a part of the possi- 
bility. They concern themselves only with the sale and 
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each succeeding generation. And the closer contact be- 
tween sections and communities and families makes for 
the more rapid acceptance of new ideas. No longer is it 
necessary for the man and woman in the country or 
in the smaller house to deny themselves the benefits of 
modern life, nor are they content to be denied. They 
will have of the electrical industry whatever advantage 
it can offer them, just as they will welcome the benefits 
that are coming from chemical progress. It is the quick- 
ening spirit of the times. It is progress—and in the 
age-old unending march toward the (Turn to page 16) 
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The “Better Salesmanship Club” 


This is the name adopted by the Leo J. Meyberg Co. of Los Angeles for its 
correspondence course for retailers’ salesmen. Enrollment exceeds 400, many 
of whom have attained the "Inner Circle" through increased sales efficiency 


NE of the first activities of the newly formed 
{> sales promotion department of the Los Angeles 

house of the Leo J. Meyberg Co. has taken the 
form of a correspondence school course for its dealers 
and dealers’ sales people, applying particularly to radio. 
Be it said that this sales promotion department, headed 
by C. H. Mansfield, is in line with the Meyberg policy 
that the distributor must in reality act as the dealer’s 
sales manager without cost to him. 

This correspondence school goes under the name of 
the Better Salesmanship Club. To become a member, 
the retailer or his salesman must apply formally. After 
he is enrolled, a series of weekly lessons on salesmanship 
are sent him. These are in mimeograph form. He 
studies these lessons and is given regular examinations. 
Attainment of outstanding ability as a retail salesman is 
rewarded. There is an “Inner Circle” to which he may 
be admitted upon the attainment of certain qualifica- 
tions. In other ways his interest is aroused and his 
application to a study of the course is stimulated. By 
December 1 of last year, 400 members had been enrolled. 

Why will a dealer or a deal- 
er’s salesman join such an or- 


average and upon whom the eyes of the trade are fixed. 
This is a strong stimulant for any salesman. 

“We also have a question and answer department 
through the medium of which the salesmen members 
bring up the problems that are continually rising on 
the floor—how to handle a certain type of customer, how 
to answer a certain kind of adverse argument, how a 
sale can be closed under a certain set of specific con- 
ditions, etc. Their questions are numberless, some intel- 
ligent and some ‘without form and void’. They keep us 
humping, but it is interesting. From the standpoint of 
our sales work here, it is invaluable, for it represents 
the very pulse of the sales floor. 

“Finally, interest and activity in this Better Sales- 
manship Club are kept up through our own salesmen. 
It gives them a point of contact with these people upon 
whose efforts our sales depend. By following the lessons 
of the course themselves and discussing them with the 
dealers’ sales organizations, their own work is improved. 

“What America needs today most of all is good sales- 
men. The radio industry, particularly, needs salesmen 

who can throw off 
the ‘price mindedness’ 





which has so infected 








ganization and make a conscien- 
tious study of the lessons? If 
most people are naturally lazy 
when it comes to self-improve- 
ment, how can they be kept at 
it? That is Mr. Mansfield’s 
problem and he answers in this 
way. 

“At this time, particularly, 
people are interested in getting 
better jobs or holding the ones 5. 
they now have. This is espe- 
cially true of the sales people, 6. 
who form the bulk of our mem- 
bership and whom we are pri- 
marily trying to reach. This, 8. 
you might say, is the motivat- 
ing influence that is most im- 
portant in getting them started. 10. 

“Attainment of the Inner 


Awnr — 


hours. 


grams. 


Ten Sales Rules 
for the Retail Radio Salesman 


. Plan your work each night for the following day. 
. Work eight full hours each day. 
. Make a minimum of at least 10 contacts a day. 


. Work out an interesting approach for outside 
selling contacts. 


Never leave an instrument in the home over 48 
Keep daily informed on outstanding radio pro- 


7. Acquire a knowledge of records. 


Spend at least two hours each week improving 
your sales talk. 


9. Keep in touch with past customers. 


Know your product. 


it, and step out and 
sell quality. History 
tells us that after 
every depression there 
is a swing of the buy- 
ing public to better 
quality merchandise 
of known make. His- 
tory is now about to 
repeat itself. In 
America today there 
are 12,000,000 radio 
sets over two years 
old—some five and six 
years old. That means 
that there is a tremen- 
dous replacement mar- 
ket staring us in the 
face. But we must 











Circle, that reward for putting 
forth intelligent effort as evi- 
denced by their increased effi- 
ciency as salesmen, appeals to their pride and sense of 
competition. Especially is this so because the factory, 
through its various media reaching the dealer, is cooper- 
ating with us and giving publicity to those dealers and 
their salesmen who attain the Inner Circle. Thus they 
are held up in the eyes of the rest of their fraternity—the 
dealer sales organizations—as men who are above the 
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From a typical lesson of the course 


make some sort of an 
allowance to the cus- 
tomer for his old set. 
This cannot be done by selling cheap, midget radios. 

“Whatever we can do to help our retail salesmen to 
realize this situation and the really great opportunity 
that is before them is worth while, and this correspond- 
ence school is just one of the methods we shall employ.” 

The 10 sales rules, as stated on this page, are worth 
memorizing by every distributor’s salesman. 
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Six Sales Rules for 
43 Specialties 


By L. E. CLARK 


President, Reiman Wholesale Electric Co. 
Los Angeles, Calif. 


OW can electrical appliances 
H and specialties be handled suc- 

cessfully by the average elec- 
trical wholesaler? In our opinion it 
can be done by assembling as com- 
plete a line as possible as the basis 
upon which to work, and then going 
after the appliance and _ specialty 
business persistently and with a defi- 
nite plan. An inspection of our two 
large show rooms reveals no less than 
43 different electrical items of the 
above classification. 

The six merchandising principles 
upon which we strive to build the 
foundation of our sales work are as 
follows: 

1. There must be a range of price 
to suit every purchaser. Try to carry 
some of the finest quality articles and 
then range down to some of fair 
quality, priced low. The individual 
appliance buyer of today has just so 
much to spend. Regardless of what 
his desire and yours may be regard- 
ing high-quality, high-price merchan- 
dise, we must be able to meet the 


present restrictions of his pocketbook. 

2. The articles must have variety 
as well as price range. There are 
more electrical appliances and special- 
ties on the market now than ever 
before. The straight electrical array 
is surprising. Give the buyer a chance 
to make his selection. 

3. Have the stock on hand. In 
times like this or in rushing times, 
you cannot expect to sell if you can- 
not deliver. Our stock this year com- 
pares favorably with that of last 
year. Always be prepared to take 
advantage of the public whim. 

4. At a time like this, when there 
is little possibility of moving the reg- 
ular supply lines—in other words, 
when business cannot be created in 
that direction, do not hesitate to put 
the sales force 100 per cent on ap- 
pliances. 

5. Always have one or two special- 
ties that everyone else is not han- 
dling. My favorites this fall are a 
public address system and a small 
intercommunicating telephone  sys- 





A corner of one of the display rooms devoted to smail appliances 
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Companion Lines 
Displayed in the Reiman 
Showrooms 





Electric Trains 
Flood Lights 
Electric Plates 
Exercisers 


Intercommunicating 
Telephones 


Fans and Ventilating 
Equipment 

Resistance-type Heaters 

Glow-type Heaters 

Fan-type Heaters 

Electric Clocks 

Coffee Urns 

Coffee Percolators 

Toasters 

Waffle Irons 

Candle Lights 

Washing Machines 

Chimes 

Food Mixers 

Flat Irons 

Bathtub Vibrators 

Fruit-juice Extractors 

Photographic Flashlights 

Soldering Irons 

Drink Mixers 

Hair Driers 

Show Window Reflectors 

Blow Torches 

Bridge Lamps 

Midget Radios 

Real-lites 

Electricians’ Tools 

Vacuum Cleaners 

Adijustolites 

Table Stoves 

Corn Poppers 

Immersion Heaters 

Floor Cord 

Heating Pads 

Electric Ranges 

Incandescent Lamps 

Flashlights 

Cigar Lighters 


Curling Irons 

















tem which operates successfully up 
to a distance of 1,000 feet—not a 
toy but a practical little system. 

6. Sample everything. Show the 
goods to the dealer. My salesmen go 
out of this place with their cars liter- 
ally loaded down with samples. 
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Are We Making Headway 


with Credits ? 


HROUGH what changes have we gone with respect 
Te credit practices in our industry during the past 
two or three years? Have we made headway? Have 
we discovered weaknesses that have been corrected or 
that need correction? Have we satisfactorily withstood 
the test that poor business has applied to our credit 
policies and practices? Have we increased our invest- 
ment in accounts receivable in relation to sales? Are 
we suffering a higher ratio of credit losses to sales than 
in the past? These and other questions should be 
answered if we are to determine whether we are making 
headway, or if corrective practices need be applied. 
In the past credit leniency on 
the part of wholesalers has fre- 
quently encouraged over-expan- 
sion among dealers, many of 
whom were not sufficiently or- 
ganized or experienced to cope 
with the problems of commission 
salesmen, the difficulties of in- 
stallment selling, the operation of 
service departments and, in gen- 
eral, the management of the de- 
tails that surround large volume. 
Although today it might seem 
like anything but a curse, large 
volume, no doubt, has been a con- 
tributing cause to many dealer 
failures in the past. 

Necessary restrictions applied 
by finance companies in discount- 
ing installment paper called a 
halt to many an over-expanded 
radio and appliance business that became top-heavy by 
too liberal a credit policy on the part of the wholesaler. 
We can argue that less sales volume would be realized 
without this sort of over-expansion. It would possibly 
mean lowered volume through this or that particular out- 
let, but not necessarily a reduced total volume. Indeed, 
it might mean a greater total volume if dealers were 
discouraged from operating beyond their capital. 

Capital is readily attracted to an industry when con- 
ditions within that industry are such as to reward capital. 
If the retailers in an industry are encouraged to expand 
unduly by the support of wholesale credit, does that not 
operate as a deterent to capital coming into that industry ? 
What incentive is there to capital to enter a branch of 
industry if credit is freely supplied and large scale opera- 
tions can be or are being conducted without it? The 
experience of wholesalers will show that many of the ills 
of an industry are caused by insufficient capital invest- 
ment and too much credit investment. With hard-earned 





*From an address delivered before the Pacific Division, 
N.E.W.A., at Del Monte, Calif., October 13, 1932. 








C. W. Goodwin, Jr. 


By C. W. GOODWIN, Jr. 


District Manager, Supply Sales 
General Electric Supply Corp. 
San Francisco, Calif. 
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A sales manager discusses how the elec- 
trical wholesaler, by adopting a firm pol- 
icy of credit restriction,can effect greater 
stability among retailers and contractors 


capital at stake, it is reasonable to ex- 
pect that a more persevering and effi- 
cient effort will be maintained. 

Does it not seem, therefore, that 
through credit policies there is an op- 
portunity to effect the very stability 
of our retail outlets? Perhaps in these 
days of business reform, when many 
are working toward correcting the 
mistakes and excesses of the pros- 
perity days, it might be timely to de- 
termine whether our credit policies are 
aimed toward bringing about this 
greater stability. 

In the electrical contracting field, 
we find a somewhat similar situation, 
to that existing among the retail group. 
Are there not in the ranks today a 
number of contractors who will bid on 
jobs that are over their heads, at least as far as capital 
is concerned, if not in other respects as well? Yet it is 
true that if they can get by the bonding company and 
arrange suitable bond, the contractor can invariably work 
out a credit arrangement with some wholesale concern 
that will enable him to go ahead. Sometimes we may 
wonder how the labor is financed, but as it must be paid 
on time, we may assume that often the wholesaler, indi- 
rectly and without his knowledge, is financing that too. 


The restriction of credits extended to contractors of all 
types would undoubtedly bring to the building industry an 
improved standard generally. Are we in the electrical in- 
dustry making headway along this line ? With the present 
dearth of new building and the resulting keen competition 
among contractors on every job of any size, followed 
by strenuous competition for the business by both manu- 
facturers and wholesalers, there exists the danger of too 
venturesome credit judgment being applied. What at 
the outset appears to be a good job often falls into the 
hands of a low bidder who needs, or seeks, or is offered 
credit terms that will see him through. Without the 
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support of long or unwarranted credit from some source, 
the unqualified contractor would not be a likely con- 
tender for the job, and the work would fall to one who 
had sufficient capital and experience to handle it. 

In our business of electrical wholesaling, there is little 
provision for credit losses and long term receivable in- 
vestments. There may be branches of the building mate- 
rials industry where larger gross margins and lower 
operating costs prevail, but surely with one of the prin- 
cipal commodities which goes into electrical jobs, rubber 
covered wire, yielding to the wholesaler a gross margin 
of five per cent or less, there is little place for slow 
accounts and credit risks if profits are to be the objective. 

One-half of one per cent of sales is commonly con- 





sidered a reasonable allowance for credit losses. On 
items carrying a five per cent gross margin this allow- 
ance of one-half of one per cent on sales becomes 10 
per cent of the income. 

At a time when we are all studying ways and means 
of reducing operating costs in order to produce reason- 
able profits on a reduced sales volume, an analysis might 
show that the cost of extending credit can well be re- 
duced. This cost is not alone reckoned in actual losses 
from uncollectable accounts and in slow receivable turn- 
over. It doubtless goes further and has its effect in 
selling and service costs, for the very character and 
stability of the wholesalers’ outlets are, to a large degree, 
affected by the credit practices that prevail. 


We Carry No Overdue Accounts 


By C. H. SIPES 


Secretary-Treasurer 
Midwest Electric Co., Inc. 
Minneapolis, Minn. 


In a letter sent to every customer this wholesaler told them 
why he could not be expected to act as their banker. This 
was only one of several policies adopted to bring oper- 
ating expenses into line with a reduced volume of sales 


we were obliged to bring legal action. 
It gave the customer who had to pay 
cash a chance to gradually work out his 
old balance which would have imposed 
a real hardship upon him if obliged to 
pay the entire amount at one time. 

4. Inventories were reduced to a min- 
imum pending the time larger and more 
complete stocks would be necessary, 
thereby releasing needed capital and 

doing away with the chance 
of carrying obsolete items 





put into effect by our company 


r IVE definite policies have been 
in an effort to meet the un- 


MIDWEST ELECTRIC COMPANY, Inc. 
Wholesale 


21) SOUTH THIRD STREET 
MINNEAPOLIS 


and making it possible to 
buy new and up to date 
7 lines as needed. 

5. And most important 


Electrical Supptics 


December 15th, 1952 


usual conditions which exist in the 
electrical industry today. 

1. We have recently tightened 
our already strict credit policy by 
putting any account on a c.o.d. 
basis that was 90 days old, send- 
ing a letter to our trade which is 
reproduced on this page. 

2. We have forced our collec- 
tions to the limit. This has had 
the double effect of liquidating 
our own frozen accounts receiv- 
able and compelling our dealers to 
collect and bring pressure on their 
accounts, thereby obtaining more 
on their accounts than they would 
have otherwise. 

3. In extreme cases where we 
have been obliged to put an ac- 
count on a c.o.d. basis that had 





Harlon Eleotric Company 
Dern, Minnesota 


sentlemen: 


Due to the small margin of profit and expensive way merchandise 
te purchased nowadays, caused mainly by conditions beyond our 
control, we find we cannot afford to carry our accounts longer 
than our reguler terms of discount 10 days, net 30 days and 
have any profit left in the sale for ourselves. 


These conditions, therefore, make it advisable for us to estab 
lish a definite policy regarding past due accounts. Therefore, 
we gust put any scoount on a C.0.D. basis that is not paid 
within ninety days. Inasmuch as we have several good customers 
who have been accorded longer terms in the past, we are allow- 
i them sixty days to bring their account within the ninety 
day period. 


Ye want to be fair with our customers, and we want them to be 
fair with us. We are in the Jobbing business end not in the 
banking business. Our job is to sell Electrical Materiel, Fix- 
tures and Appliances at the best possible prices and give the 
best possible service. We are not supposed to supply funds to 
operate our customers business. That is the Bankers job; if he 
falls down, they must get another banker for we cannot sell 
our line of merchandise at the proper prices, give the class 
of service they desire, and do a banking business on the side. 
Jobbing and Banking do not mix, being entirely separate lines 
of business. 


We hope we have made ourselves clear and feel sure we can rely 
on the co-operation of our customers in bringing their accounts 
and keeping them within our requirements We feel sure it 
will help to build for more and better business for all of us. 
November ist is the dead line for slow accounts. 

Yours very truly, 

MIDWEST BLECTRIC COMPANY, MIC. 


CHsiL 1a ty. * - urer 








of all, expense has been cut 
to fall within income as we 
realized it meant business 
suicide to build up a big 
deficit at this time. Sales- 
men were withdrawn from 
those country territories 
where it is impossible to 
travel men and_ realize 
a profit on their sales at 
this time. All unnecessary 
expense was cut out, execu- 
tive salaries were severely 
cut and all other salaries 
adjusted. Simplified ac- 
counting systems were in- 
stalled to eliminate duplica- 
tion and release needed 
help for other uses. An 





formerly discounted or had been rated very good pay, 
we have helped them to meet these trying times by 
taking a note payable over 12 months. These notes 
were made to have the entire balance become due on 
default of any payment which protected us in case 
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Ediphone was used to save the services of one stenog- 
rapher. Insurance costs were reduced by the lower inven- 
tories and less men on the road. Overtime was limited 
to one night per week to save light, heat and extra pay. 
Thus we have tried to meet existing conditions. 














The Wholesaler's Part 


in Dealer Relations 


By CARL A. SWIGART 


Trade Relations Representative 
Pacific Coast Electrical Bureau 
San Francisco, Calif. 


By refusing to accept dealers’ claims of "utility oppression" until 
these claims have been laid before the utility, wholesalers’ sales- 
men will become a vital factor in promoting industry harmony 


me that the utility companies in our 

territory are keenly alive to the neces- 
sity for increasing cooperative effort, not 
solely nor even largely because of any 
threatened legislation, but because they rec- 
ognize that retail dealers are a genuine and 
increasingly important factor in the distribu- 
tion of appliances and in putting an increased 
load on their lines. The utility companies are 
now carefully reviewing their sales policies 
in an honest and sincere effort to make them 
wholly fair and ethical. 

There still is, however, a considerable feel- 
ing of unrest on the part of many dealers. 
In my investigations over our territory I have 
feund many evidences that this unrest, while perhaps 
not being actually fostered, was certainly being given 
considerable moral support by some of the traveling 
representatives of wholesale groups. These evidences 
occur too frequently and over too wide a territory to 
be mere coincidence, and we are forced to the belief 
that here again the best interests of the entire electric 
appliance industry are being jeopardized by an element 
of ignorance. It can be from no other cause, as such 
acts can certainly not reflect the opinions and wishes 
of the electrical wholesalers as a group. 

The importance of maintaining peace and harmony 
in the electrical industry is paramount. Propaganda 
from outside sources reflects conditions which, if exist- 
ing at all, are not present on the Coast. If this propa- 
ganda is given sympathetic attention by representatives 
of the industry, the integrity and security of the entire 
structure is threatened, the confidence of the consuming 
public is undermined and an already seriously impaired 
business condition is aggravated further. On the other 
hand, if those of the wholesale group who are most 
frequently brought in contact with the dealers and to 
whom these erroneous, or at least uninformed views 
are consequently most frequently expressed; if those 
men are more fully advised of the conditions, if they 
are more fully informed as to the trade stimulating and 
cooperative efforts of the utility companies’ present 
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[Q ine investigations have convinced 





_Carl A. Swigart 


sales policies, they can become a 
power for bringing about a better 
industry understanding, strength- 
ening dealer morale and, inci- 
dentally, going a long way toward 
bigger and better business. 

I have no hesitancy in suggest- 
ing for your consideration, that 
an appreciation of the importance 
of industry harmony be passed on 
to your forces in the field, and 
that a definite effort be made to 
educate your salesmen as to the 
present policies of the utility com- 
panies in your territory, to the 
end that they will not be so prone 
to accept the alleged “utility op- 
pression” alibi in lieu of the deal- 
er’s order. 

Making such a program effec- 
tive might well be accomplished 
by asking someone familiar with 
the utility policies to attend some 
of your sales group meetings and 
there explain in detail just what 
their policies are, and the coopera- 
tive functions involved. Such a 
meeting would undoubtedly be very helpful to all con- 
cerned, and while I cannot speak for any of the utility 
companies I am sure they would welcome an opportun- 
ity to make such presentation. And when the matters 
have been laid before you in detail, if you find your- 
selves unable to agree fully with the policies as pre- 
sented, voice your disagreement direct to the utility 
company, and not by any remote chance let it be re- 
flected back to the trade through your sales organiza- 
tions. 

Sales policies after all are sales policies only. They 


are unfortunately subject to the human element when 


put into practice. Undoubtedly, there are instances in 
which utility companies’ salesmen depart widely from 
both the letter and the spirit of the sales policy as given 
them. Such cases, it seems to me, are matters for in- 
dividual treatment and correction. They do not consti- 
tute adequate ground upon which to base any radical 
action. It should be the real concern of wholesaler 
groups to see that no such idea is given sympathetic 
support. Your own self-interest demands that har- 
mony be re-established and maintained throughout the 
appliance industry. You, as wholesalers, have the 
power, if you will, to make yourselves vital factors in 
bringing about that much-to-be-desired condition. 


*From an address delivered before the Pacific Division, 
N. E. W.A., at Del Monte, Calif., October 15, 1932. 
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Wanted: —A Uniform 





Cash Discount 


Should cash discounts be uniform? The logical an- 


swer is "Yes''—but present chaotic conditions will 
continue until there is a concerted demand through- 
out the industry for reasonable uniformity 


By L. L. HIRSCH 


President, Electrical Supply Co., 
New Orleans, La., and 
Chairman, Special Committee on 
Uniform Cash Discounts, N.E.W.A. 


NCE upon a time (all good Fairy Tales 
start this way) somebody got an idea— 
who, or where, or when, history does 

not record. It may have been thought of way 
back in the earliest days of business. Even 
further! It is quite possible that one of our 
primitive ancestors in selling a dinosaur steak 
to his neighbor may have called to him as he 
was leaving, “Instead of sending the hundred 
shells next month, if you will send them right 
away, you can make it 95.” 

Although the origin is shrouded in the mys- 
tery of a forgotten past, the cash discount is 
generally conceded to have been put in practice 
a long time ago—long before the electrical 
industry was ever thought of. And, like the 
shadow of an express train thundering through 
the moonlit night, it has followed business in various 
shapes and forms ever since. 

It is only natural then that this practice, or custom, or 
usage, or what have you, should find for itself a place in 
the electrical business. But because of its many-sided 
nature, it has made of itself (in the wholesaling branch of 
the industry at least) a pest of considerable magnitude. 

What is cash discount and what is its place in indus- 
try? Theoretically, it is premium earned for prompt pay- 
ment. Unfortunately, however, theories and practices 
do not always coincide, and, as in the case of cash dis- 
count, we find so many variations, and off-shoots, and 
adaptations that the development gets very far away 
indeed from the original idea. 

There are many forms of cash discounts in modern 
usage. Even in the electrical industry, young as it is, 
we find a serious lack of uniformity. The forms in more 
common practice in our industry are: One-half of one 
per cent; one per cent; two per cent; and five per cent. 
How these have developed in so short a time and into such 
positive schools of thought is hard to conceive. Undoubt- 
edly, they are the results of ideas handed down by our 
forefathers; and, like religion, or politics, are accepted 
as the last word by the financial heads of our various 
manufacturing institutions. 

The effect of these non-uniform discounts on the elec- 
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trical wholesale organizations is anything but 
good. This branch of the industry, which 
assembles the commodities of the various 
manufacturers and ships and bills them to 
the contractor-dealers and the industrials, 
finds so many of its invoices carrying items 
of varying cash discounts that it cannot rea- 
sonably expect its customers to figure accu- 
rately the amounts to which they are entitled. 
Therefore, the wholesalers are put to the ex- 
pense of determining these figures and not- 
ing them on each of the invoices they render. 

Moreover, because of these variations it fre- 
quently happens that customers 
will pay (or at least attempt to 
pay) promptly, invoices carrying 
an attractive discount for cash and 
at the same time leave unpaid 
older invoices which carry small- 
er, or no cash discounts. 

The question naturally arises, 
why shouldn’t discounts for cash 
be uniform on the various items 
of electrical merchandise? There 
is no logical answer. Undoubtedly 
the situation, like Topsy, has just 
“grown up;” and most likely the 
present chaotic conditions will 
continue until there is a concerted 
movement throughout the indus- 
try calling for some reasonable 
uniformity. There is no doubt that some time in the 
near future, as refinements and economies of operation 
become more and more pressing, this matter will be gone 
into fully in joint conference and worked out to a sane 
and satisfactory conclusion. 

One of the big stumbling blocks is to determine what 
is a satisfactory conclusion. All good Fairy Tales end 
by saying “they lived happily ever after.” For this con- 
clusion to be a happy one, the discount for cash must 
necessarily be more uniform and of sufficient importance 
to induce customers to pay their bills promptly. 

The happy dream of a wholesaler should be a condi- 
tion whereby cash discounts would be uniform so as to 
reduce expenses in his billing department; and, at the 
same time, be substantial, and respected by his competi- 
tion, so as to enable him to materially reduce present cum- 
bersome credit and collection expenses. Such a dream 
(from a credit and collection standpoint at least) should 
be equally as pleasing to manufacturer and retailer, with 
both of whom this same problem is common. 

They should undoubtedly see the advantage for the 
present and the future. As for the past, a hurried study 
of their profit and loss ledgers will show them the many 
thousands of dollars they could have saved had this inno- 
vation been made years ago. May the time not be distant 
when such a dream can be realized! 


L. L. Hirsch 














Making Dealers’ Displays Effective 


The wholesaler's salesman, responsible as he is for promoting the 
sale of his own merchandise, should make it a point to know more 
than any of his dealers about displaying and advertising his lines 


HERE is_ probably 

no one place where 

the wholesaler or his 
representative can do 
more to speed up sales 
of his own products than 
in helping the dealers in 
his territory to a better understanding and use of window 
and floor display and of local advertising. 

Of course, this is one place where we are up against 
the old gag about the first step in teaching a dog to do tricks 
—‘know morethanthedog.” And surely there is no reason 
why the wholesale representative—responsible as he is for 
promoting the sale of his own merchandise—should not 
make it a point to know more about displaying and adver- 
tising it than any dealer could be expected to know. 

There is no mystery about the simple principles which 
underlie the planning of effective merchandise display or 
of local advertising—and the man who is calling on retail 
dealers day after day will find plenty of opportunity to 
practice and build his experience on these fundamentals. 

Whole libraries have been written about the phases of 
store display and retail advertising which must be cov- 
ered here in a brief space, but fortunately this is also a 
subject where the principles have been pretty well iso- 
lated and the salesman who makes a conscious effort 
to do something about these fundamentals on every call 
will soon find himself reaping some very tangible and 
bankable returns for his pains. 

It is important to start withthe correct attitude. Most re- 
tailers seem to feel that the prime purpose of either a win- 
dow display or a retail adver- 
tisement is just to “attract at- 
tention.” This is unfortunate, 
because more often than not 
the chief purpose is not even the 
sale of the specific item adver- 
tised. The big idea is to get 
people into the store where the 
influences of merchandise dis- 
play and personal selling may 
be brought to bear. 

This fact will have an impor- 
tant bearing on selecting the 
goods to be displayed in the 
windows or advertised by di- 
rect mail or in newspapers. 

That is the reason why 
some merchandisers select for 
frequent display goods priced 
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By DAVID R. OSBORNE 


Sales Training Director, Studebaker Sales Corp. of America 
Author of "Self Management in Selling" 





An interior display of electrical clocks in the show- 
rooms of the Electric Supply and Equipment Co., 
Albany, N. Y. 


low enough for many 
people to feel that they 
can go ahead and make 
the purchase without tak- 
ing time to “think it 
over.” People who come 
into the store on the im- 
pulse of the moment often go away with purchases of 
other goods on which the price is higher. Contact with 
the goods themselves has made the sale. 

If you have one or more articles which can be fea- 
tured at a price, you have a chance to get direct sales; 
but, whether or not your own merchandise is that which 
is advertised or displayed, you have a direct stake in 
helping dealers to select and feature other articles which 
will bring the people in. At the same time you will 
earn a degree of good will which will get you the breaks 
in other directions, such as floor display after the buyers 
have entered the store. 

Assuming that the purpose of a window display is to 
sell a good product on its merits, and to show one 
product only, what fundamentals should be considered 
in the arrangement ? 

In the first place, the window should be simple. It 
should have a specific appeal. A window display is much 
like a bill-board. Most people who pass it are in a 
hurry. At least that must be the assumption. 

Under these circumstances the jumbled display has 
no chance to make any detail “register.” Because of its 
simplicity, I remember one display which I saw nearly 
20 years ago. The window had black velvet as a back- 
ground on the floor and draped 
up to the top of a pedestal 
in the center of the window. 
On top of the pedestal was a 
single sack of “Bull Durham” 
tobacco, a package of “pa- 
pers,” a riding crop, a pair of 
gloves and a_ smart-looking 
sport hat. A_ strong spot- 
light played on this little still- 
life group. 

I passed this window sev- 
eral times a day for a week 
and there was never a time 
when several people weren’t 
standing in front of it. 

More eloquently than words, 
that display said: “Really 
smart and sporty people roll 
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their own, and they smoke ‘Bull Durham’ tobacco.” 

A few weeks ago I saw a radio window that had a 
strong sales appeal. An easy chair, a table, a reading 
lamp, an electric cigarette lighter, a few books, an even- 
ing paper, a pair of slippers, a dressing gown across the 
chair—and a radio in the 
strategic position, so dis- 
played that the rest of 
the window was merely 
background and atmos- 
phere—but selling back- 
ground and selling at- 
mosphere for several 
electric items. 

Another type-of elec- 
trical display which is 
using this principle with 
telling effect is that 
which shows the com- 
pletely equipped electrical 
kitchen in a natural 
kitchen setting. 

Besides their (1) sim- 
plicity, such displays 
have (2) a specific appeal, and they leave (3) a lasting 
impression that has (4) a direct connection with the 
merchandise displayed. Check every display (either in 
windows or on the floor) against all four of these desir- 
able qualities and it should be a good display. 

If, in addition to these, an element of curiosity can be 
injected, the display will be just that much better. The 
curiosity may be the matter of price or it may be some- 
thing that has to do with some other quality in the 
article—anything to promote asking questions. 

As a rule prices should be displayed if they are low 
enough to make them a major inducement. Otherwise, 
the price should usually be omitted and the emphasis 
laid on some other one or two elements of desirability. 

Let the display card in such cases tell of the way the 
product will remedy some difficulty or satisfy some ambi- 
tion. And whenever possible make it easy to pick up 
and handle and examine the merchandise. 

In a different way, the same four tests that apply 
to a display of merchandise apply to the dealer’s adver- 
tising. Is it simple? Is it specific? Does it leave a last- 
ing impression? Is this impresion directly related to the 
dealer’s business and the merchandise he offers for sale? 
Remembering that a favorable answer to one question is 
not enough, apply all four of these tests to your dealers’ 
advertising. 

The “card” type of newspaper advertising is simple, 
for example. But it is not specific. It leaves hardly any 
impression. It is not related to anything about the busi- 
ness, except to say: “This man Jones is in the electrical 
business.” 

Untold millions are wasted on that sort of advertising 
every year, when just a little thought would produce a 
simple, sincere, specific message that people would be 
interested in hearing. 

I just saw an example of the other type of advertising 
the other day: “It captivates women!” said the display 
line. “The subtle odor of this new type after-shave 
lotion. Try it! Free!” 

Who wouldn’t clip the coupon—or, better still, hot 
foot it for the nearest corner drug store for a bottle 
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Permanent exhibit of model window displays at the Westinghouse 
Electric Supply Co., New York City 


of that particular brand of after-shaving lotion? 

In the same way the washing machine dealer should 
advertise leisure and labor saving; and the sun-lamp 
dealer should advertise health. 

Any article that has a right to be on the market has 
a simple, specific, unfor- 
gettable reason why the 
people for whom it is in- 
tended should buy it. 
That “for whom it is in- 
tended” is important, for 
it has to do with the 
medium for the adver- 
tising. 

Four other checks 
should be made con- 
stantly against every 
dealer’s advertising: 

(1) Is any of its force 
being wasted because of 
there being no definite 
tie-up with merchandise 
displays at the dealer’s 
store—the point of sale? 

(2) If it is direct by mail advertising, is there any 
way in which it can be used as a forerunner of sales- 
men’s calls? Can advertising, merchandise display and 
salesmen’s calls be synchronized so that each will support 
the other? 

(3) Is due attention being given to an effort to bring 
new customers into the store? I know many department 
stores, for example, which value their direct sales efforts 
on electrical specialties, not only for the direct profits 
they bring in, but also because they get new people into 
the habit of carrying charge accounts and paying some- 
thing to the store each month. 

(4) Where manufacturers use magazine or newspaper 
advertising, does the dealer make sure that his sales 
people are acquainted with the advertising, and does he 
put in window displays which say: “Here’s where you 
can examine and buy that article you saw advertised?” 

Psychologists will tell you that people who would never 
remember an advertisement of their own accord will 
recognize its merits and become interested all over again, 
if reminded of its merits at the place where it is sold. 
It is for this important reminding value that national 
advertisers spend millions for lithographed window and 
store display material which is often wasted because 
poorly displayed, or not displayed at all. 

Every wholesale representative knows of dealers who 
need all the help they can get on these important sub- 
jects—merchandise display and local advertising. 

It is a direction in which definite results can be pro- 
duced quickly—and that is important these days. 

Even the little neighborhood store can make itself an 
important factor by judicious use of direct by mail 
advertising, good merchandise display and common sense 
selling. 

Of course, the training of sales. people should go 
hand-in-hand with this program, because poor personal 
contacts kill millions of dollars of sales every day—even 
though the advertising and display of merchandise may 
have been excellent. 

In March we shall consider the wholesale representa- 
tive’s responsibility for credits and collections. 
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E. T. ROWLAND, Editor 


A Program ror 
“VICTORY in '33” 


The major problem of the entire electrical industry is to 
secure for itself a large share of the consumer's dollar. 


The electrical wholesaler and his salesmen occupy a key 
position in the industry's attack upon this objective. 


The electrical wholesaler and his salesmen can best assist 
in attaining this objective and thus contribute most to 
business recovery in the electrical field by: 


1. Working for the rehabilitation of electrical wiring 
and equipment in industrial plants, commercial 
buildings and homes, in cooperation with the elec- 
trical contracting branch of the industry. 


2. Acting as merchandising counselors to the retailers 
of electrical goods—recognizing that their own 
sales are dependent upon the merchandising ability 
of the sales forces of these dealers. 


3. Taking an active part in all local cooperative sales 
and promotional activities. 


The Ideal 
Cash Discount 


ACK of uniformity in the matter of cash discounts 
is by no means peculiar to the electrical industry. 
A study of 70 leading dry goods wholesalers, recently 
made by the Wholesale Dry Goods Institute, revealed 
no less than 24 different varieties of regularly used 
sales terms. In its report on “Effective Credit Man- 
agement” the Metropolitan Life Insurance Co. lists 13 
commonly used discount terms. 

This multiplicity of discount terms very definitely 
constitutes an economic waste and the N.E.W.A. is to 
be commended for having actively attacked the prob- 
lem. On page 11 Mr. Hirsch, chairman of the Asso- 


ciation’s special committee on this subject, describes a 
uniform cash discount as a wholesaler’s dream—a 
dream that can come true only through concerted 
industry action. 

The first task of this committee will be to determine 
the discount terms considered as the nearest approach 
to the ideal by the majority of wholesalers. Two factors 
are involved, the amount of the discount and the dis- 
count period. 

Is two per cent the ideal discount? Does it offer 
sufficient inducement for prompt payment? Is the five 
per cent figure to be preferred, or is it too high? Isa 
discount as large as five per cent in reality a trade, 
rather than a cash discount? 

Is 15 days the ideal discount period? If so, how 
should it be applied, from the date of invoice, from the 
Ist and 15th of each month or from the first of the 
following month? 

It must be remembered that nothing can be done to 
bring about the adoption of a uniform cash discount in 
the electrical industry until the discount terms are 
agreed upon. This calls for an expression of opinion 
from every wholesaler, N.E.W.A. members and non- 
members alike. 

To assist Mr. Hirsch’s committee in determining the 
attitude of the industry, ELECTRICAL WHOLESALING 
invites its readers to contribute, through its pages, to 
an open discussion of what constitutes the ideal cash 
discount. 

Vv 
Lamp Renewals 


and the E.E.I. 


S announced elsewhere in this issue the National 

Electric Light Association has been reorganized 
as the Edison Electric Institute. The Association of 
Edison Illuminating Companies will also be merged 
with the new organization. 

The constitution of the new E.E.I. indicates that the 
utilities are determined to clean house from within. 
According to its constitution, the new association has 
the power to “investigate the business practices of any 
company member and to expel, suspend or take any 
other disciplinary action against any member guilty of 
a violation of proper or ethical business practices, 
or for failure to furnish information as required.” 
Through these policing powers utility leaders can com- 
pel individual company members to put their own 
houses in order and thus much should be accomplished 
in forestalling political agitation for anti-utility legis- 
lation, to the benefit of the entire electrical industry. 

What has this to do with free lamp renewals? There 
are relatively few cities where the utilities still follow 
the archaic policy of “giving away” lamps and including 
their cost in the rates for current. But these few cities 
are large and important ones and the lamp business 
which normally would be obtained by local electrical 
wholesalers is of no mean proportions. 

It so happens that in many of these cities, including 
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Boston, Detroit and Chicago, the utilities are members 
of the Association of Edison Illuminating Companies. 
This association has had a lamp committee, and it would 
thus appear that this committee has been the real stum- 
bling block in securing a reform in the lamp policies 
of its member companies. 

With the merging of the Edison Association with 
the new Electric Institute we anticipate a merger of the 
respective lamp committees and it appears logical to 
expect that the Edison group will have but a minority 
representation on the new E.E.I. committee. 

While the great majority of the utilities no longer 
give “free” renewals, the few “sore spots” where this 
policy still persists are a serious handicap to the devel- 
opment of harmony and cooperation within the elec- 
trical industry. 

Therefore it is to be hoped that the Edison Electric 
Institute, perhaps through its lamp committee, will 
make an investigation of those of its members who give 
free lamp renewals, this investigation to determine if 
such practices are “a violation of proper or ethical 
business practices,” subject to the policing powers 
granted the Institute in its constitution. 


Vv 
The Safety Cord 


Movement 


b tae Electrical Cord Manufacturers now contemplate 
a publicity and industry movement campaign in 
106 cities of over 100,000 population embodying more 
than 40 million people and it is their intention to push 
the Safety Cord Movement vigorously in those cities. 

The large national distributing organizations in 
Chicago now insist that the 5-foot bracelet label be sup- 
plied on all cord-equipped appliances. One company 
recently turned down an attractive offer from a manu- 
facturer because the manufacturer stated he could not 
supply the safety label. 

Nationally the move has spread to more than 200 
communities and the inspectors in these communities 
frequently report excellent progress and are cooper- 
ating with the Electrical Cord Manufacturers in their 
endeavor to publicize the movement through their local 
papers and to organize the various local Electric 
Leagues and other groups. 

As explained by James A. Smith, executive director 
of the Electrical Cord Manufacturers, on page 16, elec- 
trical wholesalers stand to gain much from the Safety 
Cord Movement. As the activities of the “bootleg” 
manufacturers are curtailed, the sale of better grade 
merchandise, usually distributed through wholesale 
channels is increased. 

We would urge every wholesaler and every whole- 
saler’s salesman to carefully read the booklet “The 
Identified Cord Movement” which may be secured from 
the National Electrical Manufacturers Association, 570 
Lexington Ave., New York City, and then to actively 
support this movement in three ways: 
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1. Actively cooperate in local movements to promote 
the use of cords bearing the 5-foot bracelet label. 

2. Impress upon their customers the merits of ap- 
proved cords, pointing out to them their liability, as 
suppliers, for any damage caused by unsafe merchan- 
dise sold by them, 

3. Use the Order Endorsement Sticker, available 
from N.E.M.A. on their purchase orders for all mer- 
chandise which is equipped with cords. This sticker 
reads: “Notice: Electrical cord furnished in connec- 
tion with this order must have wrapped around it, at 
five foot intervals, the new identifying label of Under- 
writers Laboratories, Inc.” 


v 


Supporting 
the Contractors 


HE joint conference of the N.E.W.A. and N.E.C.A. 

which is reported on page 26 is evidence that both 

associations recognize the inter-dependence of these 
two major branches of the electrical industry. 

As our readers are aware, the contractors have felt 
that, in many cases, they have not received proper con- 
sideration from wholesalers. They have been specific in 
their complaints and their case has appeared to be not 
without merit. 

Perhaps for legal reasons, the official report of the 
joint conference confines itself largely to generalities. 
We hope, however, that the specific grievances of the 
contractors were clearly presented and thoroughly dis- 
cussed at this meeting. If this was done, the whole- 
salers who attended should have a clear idea of the 
policies which must be adhered to by the wholesalers 
as a group if the good will of the contractors is to be 
maintained. 

There appear to be but three points, upon which the 
contractors desire the wholesalers’ cooperation and 
support. 

1. The adoption of a strict credit policy by the 
wholesaler, under which all contractors will receive 
equal terms. 

2. A definite understanding as to what types of 
accounts are fairly entitled to receive wholesale dis- 
counts. 

3. Active wholesaler support of the contractors’ 
efforts to promote reinspection, also the N.E.C.A.— 
N.E.M.A. model ordinance pertaining to installation, 
sales control and licensing. 

It is to be hoped that, as a result of this joint confer- 
ence, the N.E.W.A. will adopt a resolution specifically 
endorsing these policies and that it will use its influ- 
ence, perhaps working through the newly appointed 
Industry Commissioners, to secure the active support 
of local wholesaler groups. 

The sponsorship and active support of the National 
Association would do much to stimulate that local 
action upon which the final solution of these problems 
must depend. 
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Views of Our 


Readers 





What the Safety Cord Movement 
Means to the Wholesaler 


To THE EpiTor: 


I have read with interest the editorial 
on “Approved Cords” which appeared 
in ELectricAL WHOLESALING for Jan- 
uary. 

Frankly, I think it is a very good idea 
to look at the Safety Cord Movement 
beyond the scope of mere safety and 
consider broadly the various advantages 
the movement offers. By this I mean 
that should standards continue to break 
down in the electrical cord industry as 
much as they have in the past few years, 
the time will come to pass when the in- 
dividual communities will rear up on 
their hind legs and decide to institute 
local ordinances. 


To the wholesaling fraternity this 
would mean a chaotic condition in cord 
stocks, because it is quite true that a 
number of communities would be re- 
quired to establish what they consider a 
safe ordinance and necessarily this 
would bring about a tremendous differ- 
ence in opinion as to what standards 
should be adopted. As a result, one gen- 
eral cord stock would no longer be sat- 
isfactory because in all probability a 
wholesaler would have to carry three 
or four different grades of flexible cord 
to meet the standards of the various 
communities he is serving. 


You can readily appreciate what this 


would mean in the way of added ex- 
pense to the wholesaler. 

Another advantage in the wholesaler 
specifying that appliances always have 
the bracelet label is that it gives the 
products which he is selling a ready- 
made and valuable talking point, es- 
pecially where his competitor does not 
adhere to the policy of specifying the 
bracelet label, because he can explain 
to dealers their liability in case of ac- 
cident, as you will note in the ruling 
on page 5 of our booklet entitled “The 
Identified Cord Movement,” and more- 
over the durability of the labeled cord 
in almost every case far exceeds the 
durability of an unlabeled cord. There 
is also the possibility that when a cord 
manufacturer must supply the bracelet 
label the wholesaler can again be in- 
jected into the picture of selling appli- 
ance manufacturers their cord require- 
ments through the regular wholesaling 
channels (based on the belief that a 
regular price schedule allowing for 
wholesaler compensation will be made), 
whereas the present situation with un- 
labeled cords enables the appliance 
manufacturer to gain a cash advantage 
by making the cord manufacturer ad- 
here to his own specifications, which 
are usually of a substandard nature. 
Thus the wholesaler is eliminated. 

The Safety Cord Movement is an en- 
tering wedge for the industry to work 
through the Underwriters to establish 
a labeling system for all products and, 
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Boosters for the Better Salesmanship Club: The sales organization of the Leo 


J. Meyberg Co., Los Angeles. 


These are the men responsible for the success 


of the correspondence school idea among this distributor’s retail dealers and 


their salesmen. 


From the left: Fred Scrafield, salesman; Harris Newmark, sales- 


man; James McMahon, salesman; C. H. Mansfield, sales promotion manager; 
H. R. Zenker, sales manager, and Eric Finlay, salesman. 
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as a result, the present “gyp” business 
now being carried on by a great many 
local manufacturers in which the whole- 
saler does not participate can also be 
stamped out and again the wholesaler 
can begin to realize a fair margin of 
profit on the products which he han- 
dles and, as you know, most of our good 
wholesalers do handle these standard 
lines. 
J. A. Situ, Executive Director, 
Electrical Cord Manufacturers, 
New York City. 
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The Next Prosperity 
(Continued from Page 5) 
eternal hills, humanity does not turn 

back. 

Out of this condition and this latter 
day philosophy will come the next pros- 
perity. It will come just as prosperity 
has always come before—from the 
wages and profits of those industries 
that provide men and women with the 
“good things of life” that they desire. 
It will come from the employment that 
pays into the pockets of the entire 
working population the money from 
these wages and dividends with which 
they buy the things they want. And 
such is the integration of industrial 
America today that such a prosperity 
for the electrical industry would flow 
out across the entire land like spread- 
ing ripples on a pool. 

In this vast potential prosperity for 
the electrical industry, therefore, lies 
a possible cure for the present eco- 
nomic prostration of the country. This 
volume of business would create a 
volume of work that would produce a 
volume of spending sufficient to turn 
depression into good times. It could 
be done. It can be done. For the only 
thing that stands in the way is the fact 
that people do not know it. The dif- 
ference between depression and pros- 
perity in a country as large and self 
sustaining as the United States is pri- 
marily a matter of coordinated confi- 
dence and purpose. And the end of 
these bad times will come when the 
people of America begin to realize that 
they can rebuild their own prosperity 
out of these opportunities that lie so 
close at hand. For credit resources are 
the product not of gold but of faith 
and confidence in the possibilities of 
future growth, out of which comes 
promise of reward for immediate 
effort. 
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Phinney to Represent Van Cleef 
Bros. in New England 
Effective the first of the year, W. E. 
Phinney, manufacturers’ agent, 592 
Beacon St., Boston, Mass., took over 
the representation of Van Cleef Bros., 
Chicago, in all the New England states. 
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VICTORY in ‘33 


Electrical Wholesaling’s Nation-Wide 


Sales Drive to Stimulate Recovery 











Manufacturers Offer Sales Ideas 


for Victory’ Contestants 


Work With Your Contractors 
By R. W. STAUD 


Sales Promotion Manager, 
Benjamin Electric Manufacturing Co. 


We are certainly very glad to co- 
operate with ELECTRICAL W HOLESAL- 
ING in its “Victory in ’33” sales drive. 

First, and perhaps most important. 
The statement was recently made at a 
meeting of electrical wholesalers that 
the electrical contractor and electrical 
contractor-dealer is the wholesaler’s 
best customer. I believe that this state- 
ment cannot be emphasized too much. 
Certainly, with a line like ours, the 
electrical wholesaler’s salesman can 
build up a respectable volume of busi- 
ness through the proper cultivation of 
the electrical contractors. 

The contractor needs merchandis- 
ing suggestions, sales helps, sales 
ideas. Our company has been pro- 
viding or at least attempting to pro- 
vide some of these suggestions to 
our contractor friends. However, it 
is virtually impossible for us to make 
a personal contact with every con- 
tractor and to make a sufficient num- 
ber of such contacts.. We must de- 
pend upon the salesmen of our 
distributors to make these contacts 
for us. 

We believe that the wholesaler’s 
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salesman today is the key man in 
injecting the sales spirit and sales 
ideas into the rest of the electrical 
industry. To that end you need the 
cooperation of the manufacturer and 
we are attempting to give that to the 
fullest extent of our ability and re- 
sources. 

Our advertisement in each issue 
of ELectricAL WHOLESALING will 
be a sales conference on paper in 
which we will attempt to give the 
salesmen some suggestions for the 
field for our various products. It is 
my hope that this sales drive will be 
the turning point of the depression 
in the electrical industry. I am con- 
fident that we can be successful if we 





January Contest 


closes 


February 15 


Winners 
will be Announced 


Next Month 











can get the electrical contractor and 
the electrical contractor-dealer who 
is going to remain in business in 1933 
to do some constructive selling. I 
know we have knocked him for years 
and have often despaired of his 
success. On the other hand, a suff- 
cient number of instances are coming 
along from month to month to indi- 
cate that electrical contractors are 
fighting for business. 

We recently worked out a plan for 
the selling of lighting around the 
home for protective purposes. This 
plan also included the lighting of 
yard corners back of business estab- 
lishments, coal yards and other places 
which are subject to thievery and 
burglary in these days. This plan is 
fully described in a portfolio which 
we want to place in the hands of 
every wholesaler’s salesman and his 
customers. 

Another thing I would like to sug- 
gest is that we cover the contractors 
thoroughly, not only visit a few fel- 
lows whom we know personally and 
who welcome us with a hail and a 
cheer, but also the many other con- 
tractors and stores large and small 
where we really have to make an 
effort to get their attention and inter- 
est in order to sell. 
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Suggestions to Help You Follow 





Some High Profit Items and 
Where to Sell Them 


By GEORGE W. DAY 


Sales Manager, The Paine Co. 


“Victory in ’33” will not be ac- 
complished by the individual whole- 
saler’s salesman by the mere repeti- 
tion of the slogan; it’s going to 
require a considerable amount of 
straight thinking on the selling 
problems involved. 

Those salesmen who have put all 
of their sales effort on items used 
to a large extent in new building 
projects, must begin to give consid- 
erable thought to items that are used 
in alteration and remodeling work, 
digging out the applications of the 
various items, ferreting out the con- 
tractors who are doing the larger 
share of this business and cultivating 
their friendship through helpful co- 
operation in pointing out the advan- 
tages in the use of the products that 
they are selling. 

Fortunately, our products are used 
not only in new building projects, but 
in all kinds of remodeling and alter- 
ation work. There are few products 
that have as diversified uses as 
toggle bolts, lead anchors, conduit 
clamps, hanger irons and other small 
items that might be termed “electri- 
cal hardware.” 

When you are running down the 
big job, you find that competition is 
very keen because every one else is 
doing the same; and if you are suc- 
cessful in getting the order it is taken 
at a price that strips the glory off 
the accomplishment and leaves your 
house wondering whether you are an 
asset or a liability to them. Check 
up that next big job you figure on 
and see if these hardware items are 
listed. Of course not! They are all 
considered too small, and yet when 
the work is started there will be 
thousands used, depending on the 
type of work. Because they are not 
specified, they are not included in the 
bids, and so when the work actually 
starts the contractor picks up his re- 
quirements from the nearest source; 
quite frequently paying the top 
prices. 
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It’s this kind of business, carrying 
the long profit, that helps pull a 
house out of the red. A $100 order 
for these items, that carry a nice 
sweet profit, often means more net 
profit than a big $5000 order with 
a gross of five per cent or the $10,000 
order at a gross of two and a half 
per cent that turns the Boss’s hair 
gray and gives the credit man the 
“jitters” until it is paid. 
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“Victory”. Prizes 
for 
February 











Thinking through on the many 
advantages of Paine products, you 
will realize that their potential mar- 
kets are considerably greater than a 
superficial study of them would in- 
dicate. New buildings, old buildings, 
alterations, remgdeling—they all de- 
mand many of these items. They are 
used not only by the electrician on the 
job, but by many other mechanics. 

The sales promotional work you 
do today builds sales for you, not 
only today, but next week, next 
month and next year. Don’t stop 
working for your customers in the 
simple selling of the merits of the 
lines you are offering them. Follow 
through with constructive selling 
helps and suggestions. Urge them to 
go out after re-wiring jobs, remodel- 
ing jobs, industrial maintenance 
work; in fact, follow up the sugges- 
tions offered by your trade papers. 

Carry the message of “Victory in 
’33” to your customers. Build en- 
thusiasm in them to go out and do 
a real job this year, to put up a vig- 
orous fight for what business there 
is to be had in their city. Encourage 
them to put all their energy into 
developing new business, 

To the wholesalers’ salesmen who 
will carry through a program of this 
nature, will come “Victory in ’33”. 


How to Energize the Contractor 
By V. R. DESPARD 


Vice-president, Pass & Seymour, Inc. 


Have you ever figured this way? 

If you equipped 10 alert contrac- 
tors with the proper sales ammuni- 
tion, and 

If these 10 men went out and 
promoted the idea of modernization 
in the wiring of old homes by calling 
on their customers of a few years 
back and also new customers, and 

If these 10 contractors sold on an 
average of only one combination, 
consisting of pilot light, two outlets 
and a plate, per day for one year 
(including Saturdays and Sundays) 
it would mean a nice increase in 
your sales. 

Figure it out. 
surprising. 

If you haven’t thought of the pos- 
sibilities of rewiring in these terms, 
we have, and on such a realization 
have planned a campaign to sell re- 
wiring with our new line. It is an 
ideal tie-in with ELEcTRICAL WHOLE- 
SALING’s “Victory in ’33” contest. 

Here is the plan: 

Contractors throughout the coun- 
try will receive through the mails 
early in February an advertising 
piece with plenty of punch. It will 
show the illustration of 18 combina- 
tions together with complete wiring 
diagrams showing how they may be 
quickly and economically installed. 
It will also clearly outline the points 
of advantage of our revolutionary 
line of wiring devices. 

A small, neat, black leatheroid 
covered contractor display case has 
also been prepared so that Mr. Con- 
tractor will have an attractive means 
of exhibiting his products. The case 
is designed to accommodate four of 
our popular combinations. 

Your sales manager has complete 
information as to how you can equip 
your contractor customers with one 
of these attractive display cases. Get 
the dope today and start your con- 
tractor friends out selling not just 
wiring devices, but “Wall Plate Mer- 
chandise.” It means jobs for the 
contractor and orders for you. 
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Benjamin Will Award 
Additional Prizes 


In addition to the $10 prize of- 
fered by ELEcTRICAL WHOLESALING, 
the Benjamin Electric Manufacturing 
Co. is offering four additional prizes 
each month to the wholesalers’ sales- 
men who report the second, third, 
fourth and fifth largest volume of 
sales of its products. These prizes 
are second prize, $7.50; third, fourth 
and fifth prizes, $5 each. 


By setting up four additional prizes 
in this way, distributors’ salesmen 
will have five chances each month to 
win prizes through sales on the Ben- 
jamin line. The prizes will be subject 
to the same contest rules as the prizes 
offered by ELEcTrRICAL WHOLESAL- 
ING. Salesmen will get credit for the 
sale of any or all of this manufactur- 
er’s products and not only for the 
products advertised in the magazine. 

In addition, three prizes will be 
given at the end of the six months’ 
period to the Benjamin district rep- 
resentative whose territory makes the 
best showing in this “Victory in ’33” 
sales drive. There will be a first 
prize of $50, a second prize of $25 
and third prize of $10. 

The awards will be made on the 
point basis, and points will be cred- 
ited as follows: for every distribu- 
tor’s salesman who wins a first prize 
his Benjamin representative will re- 
ceive 100 points, for second prize 50 
points, and, for third, fourth and 
fifth prizes, 25 points. Also, for 
every distributor’s salesman who 
sends his sales figures on Benjamin 
products for the month to ELEctri- 
CAL WHOLESALING, the factory rep- 
resentative will receive 10 points. 
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Where Industrial Salesmen 
Find a Ready Market 


By E. J. HEIMER 
President, The Edwin J. Heimer Co. 


Salesmen will find a ready market 
for electric sirens in industrial plants 
—provided they will take the few 
moments necessary to properly pre- 
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sent the many advantages of this 
item. 

Most people consider a siren a 
means of sounding a fire alarm—and 
nothing else. There is, however, a 
dual use to which our Federal sirens 
can be put—a dual use that makes 
them both a necessary and econom- 
ical addition to any plant. Their 
second function is as a “starting and 
quitting” signal. 

Because of its tone carrying ability, 
the siren is definitely more efficient 
than the obsolete steam whistles, 
bells, buzzers and gongs. One siren 
will do the work of seven or eight 
bells and at less cost. 

Furthermore, in noisy plants the 
siren can be connected direct to any 
automatic calling system and in that 
way, make itself heard above the 
machine noises. 

Still another desirable application 
is to install a siren in some remote 
or unfrequented storeroom or ware- 
house. By connecting it direct to the 
automatic sprinkler system you are 
assured of a penetrating signal in the 
event fire breaks out—the siren being 
set off by the sprinkler system when 
it blows. 





Report Your Sales 
on Every Line 


Small Totals May Win 











Sirens find a ready market among 
schools, institutions, industrial plants, 
mines, banks, jewelry stores, pawn 
shops, building and loan associations, 
jails and other types of businesses 
and institutions desiring both a bur- 
glar or distress and fire alarm in one. 

You will be surprised at what a 
little sales effort on sirens will bring 
in the way of orders that otherwise 
would never be placed. Work your 
territory—tell your customers and 
prospects about the ability of this 
wonderful line—and you will be 
gratified with the results. Electric 
sirens are one of the few items on 
which there is no competition. 


Repeat Business 
That is Rightfully Yours 


By A. W. TUCKER 
The Henry G. Thompson and Son Co. 


Electrical wholesalers and _ their 
salesmen have, in too many instances, 
lost a splendid and natural oppor- 
tunity to secure business that is 
rightfully theirs. Among the sev- 
eral staple items sold by electrical 
wholesalers are metal raceways, 
armored cable and conduit. Every 
contractor who buys these three ma- 
terials must have some way of cutting 
them. What is more logical than that 
the wholesaler who sells the con- 
tractor these supplies, should also sell 
him the tools with which to cut them. 


Metal raceways and armored cable 
are quickly and most efficiently cut 
with hack saw blades. When an elec- 
trician is going to work on a job he 
takes with him not only many tools, 
such as screw drivers, chisels, pliers, 
hammers, etc., but he also takes a 
handful of hack saw blades. The 
tools are brought back to the shop 
but the hack saw blades are used up 
on the job. Immediately, therefore, 
he is a prospect for more hack saw 
blades. 

Electrical wholesalers’ salesmen 
should sell hack saw blades because 
they can build the foundation for a 
permanent replacement business. In 
your own field, there is a ready mar- 
ket for a tool that is an absolute 
necessity and that runs into volume 
quickly, 
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When You Sell—Reorder 


Nothing will dampen a salesman’s 
enthusiasm more quickly and effec- 
tively than inability on the part of 
his house to make prompt shipment 
of his orders. Furthermore, the 
manufacturers who are participating 
in “Victory in ’33” will benefit only 
as they receive orders from their 
wholesalers. 

It is therefore essential to the suc- 
cess of this sales drive that whole- 
salers reorder in quantities at least 
equal to their sales. 
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Rules and Suggestions for the 


DON’T FORGET THAT 


All salesmen of electrical wholesalers are eligible and no advance registration is 
necessary. 


If you do not have an entry blank you can use your company's letterhead. 


You should report only your total sales for the month, in dollars and cents, on the 
products of each manufacturer for whom your house is a distributor. 


Your month's sales should be reported for each manufacturer individually. Include 
your sales for as many manufacturers as possible—small totals may win. 


Your report must be countersigned by your sales manager or by an officer of your 
company who has such authority. 


Your report must be mailed to reach Electrical Wholesaling, 520 N. Michigan Ave., 
Chicago, on or before February 15, 1933. 


January winners will be announced in Electrical Wholesaling for March. 


CONTEST RULES 





1. Separate contests will be held each month from 
January to June inclusive. 


2. Only the lines of those manufacturers whose 
advertisements appear in each issue of Electrical 
Wholesaling will be eligible for prizes for that 
month. 


3. Acash prize will be awarded each month to the 
wholesaler's salesman who reports the largest vol- 
ume of sales of the products of each of these 
manufacturers. One prize for the line of each 
manufacturer; $10 if his advertisement is two- 
thirds of a page or more, $5 if it is one-third or 
one-sixth of a page. Lines of advertisers using 
less than one-sixth page will not be eligible. 


4. Each contestant can win only one prize in any 
one month.. If a salesman jis high man, in the 
same month, on the lines of two or more manu- 
facturers, he will be awarded the prize for the 
line on which his sales are greatest. The prizes for 
the other manufacturers’ lines on which he is also 


high man will go to the runner-up, or next high- 
est man. 


5. A salesman is ineligible to compete on any 
manufacturer's line after he has already won a 
prize on that line, but may compete in succeed- 
ing months on the lines of all other manufacturers 
on which'he has not previously been awarded a 
prize. 


6. In case of a tie, the full cash prize will be 
awarded to all tying contestants. 


7. All salesmen of the authorized distributors of 
each manufacturer are eligible for the prizes 
awarded on that manufacturer's products. 


8. Each winner will receive, in addition to the 
cash prize, a "Victory in '33" lapel button. 


9. Contestants whose reports indicate an out- 
standing sales performance but who fail to win 
a cash prize, will receive a similar "Victory" 
emblem in recognition of their achievements. 
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“VICTORY in '33” Contests 


FEBRUARY CONTEST 


Winners will be announced in Electrical Wholesaling for April 








INSTRUCTIONS TO SALESMEN 





1. Read carefully the Contest Rules 
on the previous page. 


2. Only the lines of the manufac- 
turers listed below, whose advertise- 
ments appear in this issue of Electri- 
cal Wholesaling, are eligible in this 
month's contest. 


3. Through the month of February 
keep your own record of sales on all 
products of each of these manufac- 


turers for whom your house is an 
authorized distributor. 


(By ''sales"’ is meant actual orders 
taken by you or credited to you from 
February | to 28 ifclusive, at whole- 
saler's selling price (what you bill your 
customers) whether for February or 
later delivery.) 


4. At the end of the day, on Tues- 
day, February 28, add up your total 


Instructions to Sales Manager 


sales for each manufacturer and enter 
this amount in the space below oppo- 
site his name. 


5. Sign your name and the name of 
your company. 


6. Tear out the entry blank and hand 
or send it to your sales manager or 
other officer of your company for his 
approval and signature. Do not send 
it to us until it is countersigned. 


(Or to other officer of company who has authority to approve salesmen's records) 


Please check this Sales Record. If you find it correct, countersign and mail it to Electrical Wholesaling, 520 N. Michigan Ave., Chicago, Ill., 
on or before March 15, 1933 


Salesman’s Entry Blank 


Enter your sales below. Make your figures plain. If there are cents as well as dollars, indicate your decimal point plainly. Enter no sales of 
manufacturers’ goods except those for whom your house is a regular distributor. 





Name of Manufacturer See Page Your Salesin February Name of Manufacturer See Page Your Sales in February 
Arrow Electric Division 48 Gsneennenneennennnnnnneee Jefferson Electric Co. Pt al Ota cataiin 
Benjamin Electric Mfg. Co. 23 SS lah sede BES ‘ 

Justrite Mfg. Co. 46 a 
Benson Co., Inc., Alex R. 47 PRE POS P 

. Okonite Co., The 33 es ee 

Bryant Electric Co. Te :Misedimaainn . 

Paine Co. 47 a 
Bussmann Mfg. Co. Set Gover. Oo... i 399 
Colt's Patent Fire Arms Mfg. Co. 31 RAN ean er, Y oe Remaster aren 

nsice $ 

Couch Co., Inc., S. H. Se ae a Plymouth Rubber Co., Inc. Back Cover Pee 
Curtis Lighting, Inc. 35 im. Reliance Automatic Lighting Co. 45 ated ae. 
Diehl Mfg. Co. 34 ROR Sherman Mfg. Co., H. B. 46 a i ee 
Federal Electric Co. Re Oe ce See Signal Electric Mfg. Co. 40 aS Rea 
Fretz-Moon Tube Co., Inc. 45 TROP tek Steel & Tubes, Inc. 29 Oe ee 
General Electric Co., Nela Park 24-25 $0000. Thompson & Son Co., Henry G. . 47 Ee 
General Electric Vapor Lamp Co. 37 ee ee Trumbull Electric Mfg. Co., The 38 el 
Hamilton Beach Mfg. Co. 4| i Wiremold Co. 37 A i a 
Ideal Commutator Dresser Co. 40 eae. ee 


Contestant Sign Here (Print Name) 





Company 
FEBRUARY, 1933 





City and State 


Sales Manager Countersign Here 
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Trends in 


Distribution 





A digest of selected articles 


appearing in recent issues of business 
and trade publications which reflect 


distribution trends in various fields 








"Free Lamp Renewal Racket" 
Attacked in Boston 


Boston Edison was charged with 
making an annual profit of $1,000,000 
on its “free lamp renewal racket” at the 
recently continued hearings before the 
Massachusetts Public Utilities Commis- 
sion. Petitioners for a rate reduction 
asserted that the company is allowed 
to charge a half cent per kilowatt-hour 
in its rate because of its policy to renew 
lamps without charge. It was contended 
that as a result of this authority the 
company was able to make a profit of 
$1,000,000 a year and that the com- 
pany has discontinued giving 50-watt 
lamps, “so that 60-watt lamps are the 
smallest you can obtain under this sys- 
tem.” Because of the alleged failure 
of the company to renew the 50-watt 
bulbs, it is said that energy use has been 
increased 20 per cent. Last year the 
company’s lamp service cost it about 
$540,000. 

Two members of the commission fol- 
lowing these charges expressed the 
opinion that “the entire lamp situation 
should be gone into thoroughly.” Simi- 
lar agitation arose in Chicago and De- 
troit some time ago.—Electrical World 
for December 17. 
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Electrical Town Meetings 

The attitude of the power companies 
has materially improved in that there 
is a general recognition now of the im- 
portance of trade relations in the devel- 
opment of the market and the bad effect 
on public sentiment that comes from 
hard feelings in the local electrical fam- 
ily. But, with a few notable exceptions, 
too little has been done in the way of 
active measures to establish a basis of 
actual working cooperation. 

It has been recommended here that 
the time-honored New England town 
meeting plan might well be adopted. 
That is, a day might be set apart, say 
twice a year, when the dealers, con- 
tractors, wholesalers, manufacturers and 
the power company executives could 
sit down together in each community 
to review all issues and set up the pro- 
gram and the policies for the next six 
months by frank discussion and agree- 


ment. For the mere fact that a time 
and place was provided openly to con- 
sider these common problems and act 
on them would in itself bring a sense 
of security that would make for har- 
mony and mutual confidence. The won- 
der is that it is not now being gen- 
erally done. 


Such a meeting, however, would not 
be the usual so-called “‘conference,” or 
even a league meeting with a program 
of set speeches and all discussions of 
controversial issues carefully avoided. 
There is too much of that sort of thing, 
too many meetings where the men of 
the utility get the jitters because some 
contractor or dealer publicly attacks its 
policies. And every time such an op- 
portunity has been lost to explain and 
discuss the company’s policies it has 
cost dearly. 


Some day the electrical men in each 
city will be sitting down together at 
regular intervals to work out the rules 
for the family. If the power companies 
will take the lead in the right spirit this 
new deal can begin right now.—Ep1To- 
RIAL in Electrical World for Janu- 
ary 14. 
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Auto Radio in 1933 


Automobile manufacturers and radio 
men agree upon the estimate that 250,- 
000 sets for motor cars will be sold this 
year. The average price will be $45 
without power supply; $55 if equipped 
for a.c. operation. 

No maker of automobiles has de- 
cided to install a radio in every car. 
Half of all 1933 cars made will have 
built-in antennae when they leave the 
factory. General Motors cars, Dodges, 
and Fords will have special provisions 
to make radio installation easy, and spe- 
cial sets have been engineered bearing 
the names of these cars, not those of the 
radio manufacturers. 


An interesting development of the 
past year was the birth of the auto-radio 
specialist. There are now 2,000 estab- 
lishments whose sole business is the sale 
and installation of automobile sets. 
Standard fee for installation in 1932 
was $10; it may be shaved this year.— 
Business Week for January 18. 


Tenants Should Buy Their Own 
Lighting Fixtures 

If homes were put up for rent or sale 
without lighting fixtures, the lighting 
fixture industry would gain tremen- 
dously because the public which is qual- 
ity minded rather than price minded as 
builders are, would select more becom- 
ing and more permanent quality fix- 
tures. They would pay for these at list 
rather than bargain prices. They would 
be inclined to patronize the legitimate 
lighting fixture outlets. 


On the other hand if the builder were 
spared the expense of providing light- 
ing fixtures to the original building he 
would put some of that money saved 
into more adequate wiring which 
means to a large extent more lighting 
outlets, which in return would mean 
that the ultimate consumer would be a 
bigger customer for the lighting fix- 
ture industry. Fixtures would be on 
this basis of a better standard because 
they could be sold to blend with the 
tenants’ furniture and interior decora- 
tions, rather than to conform to the 
external structure of the home which 
seldom reflects the character of the 
tenant’s inside furnishings. 


Along this line I think that progres- 
sive lighting fixture houses should 
strenuously advertise the fact that from 
now on they will move free of charge 
lighting fixtures which they sell to any 
tenant. By doing this they will broaden 
the market which they can approach 
and they will retain their customers 
after they have made the original sale. 
Practically every time they are called to 
move the lighting fixtures to the fam- 
ily’s new address, they will get an op- 
portunity to refinish the fixtures at a 
nominal charge and perhaps replace 
one or two of them with more desirable 
items. 


This program which I am suggesting 
will place the selection of lighting fix- 
tures in the hands of the consuming 
public, will raise the standard of fix- 
tures in use and will assure replace- 
ments from time to time, at least as 
often as the other furnishings of the 
home.—SAMUEL S. VINEBERG, Mana- 
ger, Electrical League of the Niagara 
Frontier in Lighting for January. 
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Show Them the 
Profits in the 
Benjamin Line 


In the February issue of Electrical 
Contracting Magazine appears the first 
of a series of Benjamin advertisements 
which says to your contractor customer : 
“ASK YOUR JOBBER SALESMEN” 
about the Benjamin Line. 


Fortunately for the electrical industry 
there are a number of products which 
enable the live contractor and dealer 
to create new jobs and make some 
money for himself and his men. 
Lighting is one of these; Signalling 
is another. 


Now as you know from your own ex- 
perience, the only way to get business is 
to call upon prospects and try to sell 
them, and to do this day after day with- 
out becoming discouraged. That’s the 
only way the electrical contractor is 
able to create new business for himself 
and for you. 


It is our job to show him .how to 
make up a list of prospects —and 
how to keep everlastingly after these 
prospects with specific suggestions for 
an additional light here, a signal there, 
etc. based upon a little study of the 
prospects’ needs. This list should in- 
clude all types of prospects for the 
Benjamin line. Industrial plants, gas- 
oline service stations, playgrounds, in- 
stitutions, private homes and others. 





Win These Extra 


Benjamin Cash Prizes 


In addition to the $10.00 Cash Prize 
which will be awarded by ELECTRICAL 
WHOLESALING magazine to the 
wholesaler’s salesman who reports the 
largest sale of Benjamin products during 
the month, the Benjamin Electric Mfg. 
Company will give four additional cash 
prizes each month to the four next high- 
est men. The awards will be as follows: 


2nd Prize $7.50 
3rd Prize $5.00 
4th Prize $5.00 
5th Prize $5.00 
These awards will be made under the 


rules governing the “Victory in ’33 
contest of this publication. 


BEN/AM! 
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Meet the New Benjamin 
“Portalite” 













- @) It’s Portable... 
Adjustable ... 
Telescoping... 


Here is something new. A 
handy, portable, telescoping 
work light that can be moved 
easily from place to place 
and adjusted quickly to any 
desired height above the 
floor for best lighting the 
work. It puts light where 
it does the most good. 

There are hundreds of 
uses for the “Portalite’. 
Garages and service stations 
use it to light cars in the 
paint shop, on 
the wash rack 
and in body re- 
pairing. In boiler 
rooms it flood- 
lights the boiler 
interior for repairs or inspections . . 
eliminating the danger of extension 
cords. 

Recommend the “Portalite” when 
calling on garages, service stations, in- 
dustrial plants, railroads and fleets. 


Have You Heard 
About the New 
“Attach-O-Lite”? 


It’s a new Benjamin sales hit. A new 
“Unit Package” merchandising item that 
every dealer is looking for right now. 
It will prove a “point” getter for you 
... and a sales booster for your dealers. 
Watch for its announcement, or write 
today for advance information. 











FOR FI 


2, 


suggest.... 


For Damp and Dusty 
Locations -- No. 663 


For damp and dusty 
locations Catalog Nos. 
663 and 665 new and 
improved Moisture 
Proof and Dust Tight 
fixtures meet every 
demand for adequate 
protection and mod- 
erate price. These fix- 
tures have countless 
applications in refrig- 
eration plants, laun- 
dries, engine rooms, 
grain elevators and the like. 








Service Stations Are 
Mighty Good 
Prospects 











In your contacts with oil jobbers 
and chain operators point out how in 
a recent test made by a large oil com- 
pany among its stations it was proven 
that floodlighting not only made a big 
increase in sales after dark, but actually 
increased the daytime business of their 
stations 25%. Floodlighting advertises 
the service station in the same way as a 
well lighted window advertises the store. 


Sell the Duo-Service floodlight 
especially designed for gasoline serv- 
ice stations. Many small and medium 
size stations use the Spread Beam 
Type, Catalog No. 5764. 





Benjamin Electric Manufacturing Company 


New York 


Des Plaines, (Chicago Suburb) III. 


San Francisco 
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DEALERS SHOULD INVENTORY 


their selling advantages 














¢ eee your dealers to check 


the selling advantages of each line of 
merchandise they have in stock. Tell 


them to ask themselves these questions: 


Does the prestige of this product add . 


prestige to my store? Do my customers 


know instantly that it is a quality prod- 
uct? Has it good advertising behind it 
—and plenty of it? Do I get snappy 
window displays, store displays, and 
plenty of good, live selling suggestions 
from the manufacturer to help me sell 


it? Does it pay a satisfactory profit? 


We believe these are the most impor- 
tant questions any dealer can ask about 
any line of merchandise. We have 
answered these questions in relation 
to Edison MazpDaA lamps in the 


following check list: 


PRESTIGE: Wherever the monogram / 


appears, it is instantly accepted as the mark of 


an electrical product of unexcelled quality. When 


you sell Edison Mazpa lamps you link your 


store with the best known trade-mark in the 


electrical industry. 


EDISON MAZDA LAMPS 


GENERAL G6 ELECTRIC 
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as they \NVENTORY their STOCK 





11 PRESTIGE ". 





ADVERTISING: The advertising of MAZDA 
? lamps, made by General Electric, has always 
led in volume, in continuity and in effectiveness. 





DISPLAY SERVICE: General Electric 
spends more money than any other lamp manu- 
3 facturer to develop, pre-test and make G. E. 

displays the most outstanding and effective in the 
whole merchandising field. 





IDEAS THAT HELP YOU SELL: 
General Electric searches every branch of retailing 
A to find ideas that have clicked so that it can pass 

on to its alert dealers new, sound, proven ways 
to sell more lamps. 





QUALITY: General Electric is constantly making 
research to be sure that its lamps are products of 

unexcelled excellence. And this, plus MAZDA ser- 
5 vice, means that Edison MAZDA lamps are always 
first with new improvements. 480 inspections, 
processes and tests in manufacture insure quality. 





CONSIGNMENT PLAN: Stabilizes prices 
and assures satisfactory profits. Under this plan 
dealers can carry an adequate variety of lamps 
6 and thus secure sales that might be missed under 
any other plan. You never have to charge off 
obsolescence. No losses are possible through 
price reductions. There is no money investment. 





ORGANIZED CAMPAIGNS AND 
CONTESTS: General Electric systematically 
rs and regularly initiates campaigns and contests to 

stimulate sales...and pre-tests them in advance. At 
the time of these contests, General Electric simul- 
taneously increases its advertising to the consumer. 














These are just a few of the advantages an Edison MAZDA 
lamp agency offers to your dealers. We will go into more detail 
on each one in following advertisements. Follow them and check 
them point by point. Meanwhile, if you’d like to know the whole 
story, write us. General Electric Co., Nela Park, Cleveland, O. 


LOOK FOR THIS MARK 
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N.E.W.A. 
Activities 





Tre information on this page has been 
prepared exclusively for "Electrical Wholesal- 
ing" by E. Donald Tolles, Managing Director, 
National Electrical Wholesalers Association, 
165 Broadway, New York City 








N.E.W.A.-N.E.C.A. Conference 


A joint conference of committees ap- 
pointed by the National Electrical 
Wholesalers Association and the Na- 
tional Electrical Contractors Associa- 
tion was held at the Vanderbilt Hotel 
in New York City on January 18, the 
entire day being devoted to discussion 
of the problems affecting these two 
branches of the industry and to consid- 
eration of plans for business develop 
ment through mutual cooperation, both 
nationally and locally. 

In attendance for the wholesalers 
were G. E. Cullinan, vice-president, 
Graybar Electric Co., who acted as 
chairman of the conference; Robert 
Beller, president, Beller Electric Supply 
Co., Newark; B. W. Clark, general 
manager, Westinghouse Electric Supply 
Co., and H. B. Tompkins, manager sup- 
ply sales, General Electric Supply Corp. 


The contractors were represented by 
L. E. Mayer, Chicago, president of 
N.E.C.A.; A. C. Brueckmann, Balti- 
more; H. B. Frazer, Philadelphia; and 
Louis Kalischer, Brooklyn, N. Y., all 
members of the executive committee of 
the N.E.C.A. 


There were also present W. J. Drury, 
chairman of the. executive committee, 
N.E.W.A., and Messrs. Davis and 
Tolles, managing directors of the two 
national associations. 


The fundamental economy in the 
parts played by both electrical whole- 
salers and electrical contractors and 
dealers in the distribution of electrical 
commodities was mutually recognized, 
and the importance of each group in its 
relation to the other was clearly indi- 
cated. 

From the views expressed it appears 
that the wholesalers believe they 
economically serve in the distribution 
of electrical commodities to municipal, 
state and federal departments, steam 
railroads and steamship companies, 
telephone, telegraph and electric power 
and light companies, industrials having 
their own electrical maintenance de- 
partments, and to electrical contractors, 
contractor-dealers and appliance mer- 
chandisers. 

The question of credit conditions 
within the industry which, in the pres- 


ent general business situation are ad- 
mittedly difficult, was given long dis- 
cussion and earnest consideration. The 
wholesalers emphasized their realiza- 
iton of the inherent dangers that have 
existed and pointed out that they have 
taken precautions to protect themselves, 
so far as possible, against unreasonable 
losses from this source. It was brought 
out that with the wide-spread bank 
failures and the effects of lack of busi- 
ness on even the most conservative of 
their customers, some of whom, even 
though they had discounted their bills 
for many years and apparently had 
been risks of the highest type, have been 
forced into bankruptcy, it has been in- 
evitable that unfortunate losses should 
occur and that even more watchfulness 
is needed to prevent a continuation of 
such losses. 

The wholesalers brought out in par- 
ticular that it would be inadvisable to 
encourage extending credit to con- 
tractors whose methods of operations 
have resulted in unsound and danger- 
ous financial situations; and that when 
instances of that kind occur it probably 
is due to the failure of the wholesaler 
to understand all of the facts and not 
through any desire on the part of the 
particular wholesaler to take an un- 
sound financial risk. 

The representatives of both the na- 
tional associations agreed to urge upon 
their members active local participation 
in programs of rehabilitation, recon- 
struction and modernization, which are 
so essential today to the development of 
business in the face of the halting of 
new construction. 

Among the subjects discussed and re- 
ceiving favorable consideration from 
the conference were model ordinances 
recently drafted by committees of 
N.E.C.A. and N.E.M.A., for the pro- 
tection of the public against the hazards 
of faulty materials and appliances and 
against improper and unsafe installa- 
tion methods. These ordinances include 
sales control and reinspection. 

It was the unanimous opinion of the 
conferees that, even though the imme- 
diate benefits of such joint conferences 
as this may appear intangible, their 
value will increase with their being held 
at frequent intervals and that due to 


the close relationship of the electrical 
contractors and wholesalers in the in- 
dustry, such frequent conferences 
should be encouraged not only nation- 
ally, but by local groups throughout the 
country for the promotion of a better 
understanding of the problems of the 
industry as they affect the contractor 
and the wholesaler. 
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Additional Industry Commis- 
sioners Accept Appointments 


The Permanent Committee on Trade 
Practices has announced that the fol- 
lowing electrical wholesalers have ac- 
cepted their appointments as local In- 
dustry Commissioners who will enforce 
the Federal Trade Practice Rules in 
their own districts. 

New York City: W. J. Kranzer, 
Crannell, Nugent and Kranzer, Inc. 

Scranton: G. F. Smith, Penn Elec- 
trical Engineering Co. 

Chicago: W. P. Hoagland, Graybar 
Electric Co., Inc. 

Birmingham: H. W. Matthews, Mat- 
thews Electric Supply Co. 

Spokane: H. L. Bargion, Westing- 
house Electric Supply Co. 

Pittsburgh: W. I. Bickford, Iron City 
Electric Co. 

Denver: J. C. Davidson, Hendrie and 
Bolthoff Mfg. and Supply Co. 

Minneapolis: D. E. Ford, Northland 
Electric Supply Co. 

This makes a total of 31 Industry 
Commissioners appointed to date, in- 
cluding those reported in ELECTRICAL 
WHoOLESALING for January. For pur- 
poses of enforcing the Federal Trade 
Practice Rules the entire country has 
been divided into 43 districts. It is ex- 
pected that the local Industry Commis- 
sioners in the remaining 12 districts 
will be announced shortly. 
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Pacific Division, N.E.W.A. 
Meets This Month 


The winter meeting of the Pacific 
Division of the National Electrical 
Wholesalers Association will be held at 
the Del Monte Hotel, Del Monte, Calif., 
February 2, 3 and 4. 
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HEMCO Beary 
at POPULAR PRICES 


A NEW SWITCH PLUG 
FOR 1000 WATT APPLIANCES 


HEMCO 


NO. H280 


RATED 
10 AMP. 125 VOLTS; 5 AMP. 250 VOLTS 
NATIONAL ELECTRICAL CODE STANDARD 




















lf desired with 


No. HG 
Handle Grip Attachment 
Add "G" 
to Catalog Number 





The enlarged Hemco line includes over one hundred 
wiring devices and accessories, for which there is a con- 
stant demand for replacements, new construction and 
improvements. 


Here is quality merchandise that Electrical Whole- 
salers can sell to Contractors and Dealers with every 





+ : No. H31 
assurance of consumer satisfaction. aan 
No. H167 Send for Hemco Bulletin No. 8NC. Pte 
OUTLET BOX RECEPTACLE 





No. HS31 No. H51 No. H142 u 
No. HA15 BAKELITE FLUSH TUMBLER DUPLEX No. H17 No. H20 
PULL SOCKET FACE PLATE SWITCH RECEPTACLE CUBE-TAP TWIN-LITE 
E.W. 233 











BRYANT Wiki uor ces 


Manufactured by THE BRYANT ELECTRIC CO., BRIDGEPORT, CONN. 


MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE I888-MANUFACTURERS OF HEMCO PRODUCTS 
BOSTON ons CHICAGO Gite NEW YORK at SAN FRANCISCO 


140 Federal Street 844 West Adams Street 60 East 42nd Street 149 New Montgomery Street 
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Association 


Activities 





A forum for the exchange of news 


and views between both local and national 


trade associations. 


Reports of association 


activities and changes in personnel are solici- 
ted from association executives 








Chicago Wholesalers Organize 
Local Association 
Nineteen of Chicago’s leading inde- 
pendent wholesalers have recently 
formed the Chicago Electrical Whole- 
salers Association, Inc. The objects of 
the new organization, as stated in its 
by-laws, are: “To promote the welfare 
of its members and to distribute among 
them the fullest information obtainable 
in regard to all matters affecting the 
electrical wholesale business; to aid in 
bringing about more friendly relations 
between the electrical wholesaler and 
others engaged in the electrical busi- 
ness; to assist in standardizing and 
marketing high grade electrical mer- 
chandise and reducing fire hazards; to 
improve the quality of electrical goods 
marketed by American manufacturers 
and the service rendered by the various 
branches of the electrical industry.” 
The Board of Governors consists of 
F. R. Eisemann, Revere Electric Co., 
president; S. J. Rosenthal, Hyland 
Electrical Supply Co., vice-president ; 
A. F. Hearl, American Electrical Sup- 
ply Co., secretary; L. A. Schwartz, 








Wholesaler's Display in Meat Market: 


To bring its appliance lines forcefully 


to the attention of local housewives, 
the Tri-State Electrical Supply Co., 
Hagerstown, Md., rented a stall in a 
local meat market where from two to 
three thousand women shop regularly. 
The exhibit, in charge of Porter M. Lee, 
has done much to stimulate a desire 
for these appliances in a number of 
homes and has resulted in increased 
dealer activity. The Tri-State Co. sell 
at wholesale only. 


Bright Light Co., treasurer; August 
Kubec, Kubec Electric Co., chairman, 
conduit committee; A. N. Anixter, 
Englewood Electric Supply Co., chair- 
man, wire committee, and George S. 
Steiner, Steiner Electric Co., chairman, 
membership committee. 

Other committee chairmen include: 
Van N. Marker, Revere Electric Co., 
lamps and lighting; J. Emmet Dwyer, 
Chicago Electrical Supply Co., safety 
switches and motor control; C. H. 
Weicensang, Hyland Electrical Supply 
Co., radio, appliances and fans, and 
Adolph Albiez, Englewood Electric 
Supply Co., schedule material and wir- 
ing devices. 

Meetings are held on the first Thurs- 
day of each month at the Electric As- 
sociation, 20 N. Wacker Drive. At the 
January meeting Walter P. Hoagland, 
Graybar Electric Co., who was recently 
appointed Industry Commissioner for 
Chicago, discussed the enforcement of 
the Federal Trade Practice Rules. 


The members of the association are: 
Amber Electrical Supply Co.; Ameri- 
can Electrical Supply Co.; Ashland 
Electric Co.; Belasco Electric Supply 
Co.; Bright Light Co.; Chicago Elec- 
trical Supply Co.; Co-Op Electric Sup- 
ply Co.; Dobkin Electrical Supply Co.; 
Efengee Electrical Supply Co.; Engle- 
wood Electric Supply Co.; Harrison 
Wholesale Co.; Hawkins Electric Co.; 
Hyland Electrical Supply Co.; Illumi- 
nating Sales Co.; Kubec Electric Co.; 
Lindgren Electric Supply Co.; Metro- 
politan Electrical Supply Co.; Revere 
Electric Co., and the Steiner Electric 
Co. 


Vv 


N.E.L.A. Reorganized as Edison 
Electric Institute 

Leaders of the light and power indus- 
try have dissolved the National Electric 
Light Association and formed a new 
organization called the Edison Electric 
Institute. George B. Cortelyou is presi- 
dent of the new organization and its 
trustees consist of leading holding and 
operating property executives. Only 
utilities will be represented in the new 
organization with company, individual 
and honorary memberships. The Insti- 


tute will replace both the N.E.L.A. and 
the Association of Edison Illuminating 
Companies. 


The striking feature of the Institute 
is its constitution. Members must make 
definite commitment to follow the busi- 
ness principles laid down; the power 
of discipline is given the officers; defi- 
nite requirements are made as to the 
filing of audited financial statements; 
individual membership must be ap- 
proved by the companies with which 
the members are connected, and power 
is given the officers to investigate the 
business practices of member companies. 


The objects of the Institute are to 
advance the art of business, collect and 
disseminate data and statistics and aid 
member companies in all ways that are 
in the interests of consumers, investors 
and employees. The business principles 
require annual financial statements cer- 
tified by independent accountants, accu- 
rate and definite information for con- 
sumers, stock exchanges, stockholders 
and public dissemination, reasonable 
and fair charges for holding company 
services and, upon request, the answer- 
ing of questionnaires of Institute offi- 
cers, 

The new organization is the outcome 
of an endeavor to unify the industry, 
give power to its leaders to protect its 
good name and to modernize its co- 
operative organization to meet present 
conditions to better advantage. 
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Radio Wholesalers Join Buffalo 
Electrical League 


Directors of the Electrical League of 
the Niagara Frontier recently approved 
the application of a group of Buffalo 
radio wholesalers to form a Radio 
Wholesalers Section. 


Members of the new section include 
the following companies: H. B. Alder- 
man, Inc., W. Bergman Co., Bihl Bros., 
Buffalo Talking Machine Co., General 
Electric Supply Corp., Graybar Elec- 
tric Co., C. Kurtzman Co., McCarthy 
Bros. & Ford, New York Talking Ma- 
chine Co., Philco Distributing Corp., 
Jos. Strauss Co. and L. A. Woolley, 
Inc. 
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Everyone is saying, “1933 is going to be 
different.” But didn’t you hear the same 
thing early in 1932—and in 1931? And yet 
this year is going to be different in many 
ways. Buyers are going to spend more 
money, but only where they get the best 
values—and they are going to weigh the 
merits of competitive products a great deal 
more carefully. 

Take conduit, for instance. Buyers are 
going to ask, “Why install heavy threaded 
conduit when in reality the protection it 
affords is only that of the metal at the root 
of the thread, when I can get adequate 
electrical and mechanical protection with 
Steeltubes at lower cost? Why spend a lot of 
money for yoeey bending and coupling 
joints that might be spent for threadless 
Steeltubes and still leave a surplus for addi- 
tional outlets and better equipment in the 
rest of the installation?” 

Be prepared to meet these queries. Drop 
a sample coupled joint of Steeltubes in your 
kit and bring it out whenever conduit is to 


be purchased. The sample tells its own story 
—a modern rigid conduit—no threads to 
cut—only 3 simple fittings adapt it to any 
type of work—easy to bend—National Elec- 
tric Code and Government approval—a big 
money saver for the user—and a profit maker 
for you. 

A booklet telling how to take the guess- 
work and waste out of bending conduit 
will be sent upon request. 


i y 7 


VICTORY IN ’33 


Salesmen who have entered the “Victory in ’33” 
Sales Drive take note. To the first prize offered by 
Electrical Wholesaling to the Electrical Supply 
Salesman selling the most Steeltubes during the 
month, Steel and Tubes, Inc., is happy to announce 
a second prize of $7.50 and a third prize of $5.00. 
Up and at ’em, boys. 


Electrical Diviston 
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Wholesaler 


News 


x‘... contributions 


of news items for this depart- 


ment, together with ge eRe 


of their personnel, are so 


icited 


from electrical wholesalers and 
specialty distributors 








W. F. Perry Now Sales Manager 
at Doubleday-Hill 


Announcement has been made by C. 
P. Hill, president of the Doubleday- 
Hill Electric Co., Washington, D. C., 
of the following promotions brought 
about by the recent death of J. W. 
Reese, vice-president and treasurer. 

Warren F. Perry has been named 
sales manager, and Paul O. West be- 
comes assistant sales manager. Mr. 
Perry has been with the company for 
three years, coming there from the Car- 
roll Electric Co. Paul O. (Dusty) 
West, has been one of the company’s 
leading salesmen for the past 15 years. 
W. W. Weidman, former chief account- 
ant, has been made treasurer. H. W. 
Keefe continues as secretary of the 
company in charge of store sales. 


v 


Anchor Lite Appliance Co. 
Moves to New Quarters 


The Anchor Lite Appliance Co., 
radio and appliance distributors of 
Pittsburgh, have moved from 330 Bou- 
levard of the Allies, to their new loca- 
tion at 957 Liberty Ave., where they 
have over 11,000 sq. ft. of floor space. 

H. W. Goldstein, president of the 
company, advises that the new quarters 
comprise one of the most up-to-date 
wholesale establishments in the United 
States. The Anchor Lite Co. was or- 
ganized over 14 years ago and has been 
in the radio business ever since its in- 
ception. Vv 


Van Sickle Radio Co. Adds 


Radio Parts and Accessories 

Geo. W. Van Sickle, president of the 
Geo. W. Van Sickle Co., St. Louis dis- 
tributor of Lyric radios and Mohawk 
refrigerators, recently announced the 
extension of sales activities to include 
radio tubes, parts, accessories and auto 
radios. 

In line with this the company’s name 
has been changed to Van Sickle Radio 
Co. Mr. Van Sickle also announced 
the addition of James P. Broadwell and 
Dan P. Buckley to his organization, 
both former members of Van Ashe 
Radio Co. As_ vice-president, Mr. 
Broadwell will direct the purchasing 


department, while Mr. Buckley will act 
as business manager and _ secretary- 
treasurer. Service department and auto 
radio installations will be under the 
supervision of John Devereux. 

v 


M. E. Wagner Succeeds Fiille As 
Secretary of Graybar 


Martin E. Wagner, who has served 
for several years as assistant secretary 
of the Graybar Electric Co., has been 





M. E. Wagner 


named to the post of secretary and gen- 
eral auditor of the company. Mr. Wag- 
ner succeeds Louis Fiille who has re- 
tired after 35 years of service. 

The story of Mr. Wagner’s career 
with the Western Electric Co. and 
Graybar is the story of a steady rise 
from office boy to an executive position. 
It begins 34 years ago in the old New 
York shop of the company. Two months 
was all that Mr. Wagner devoted to 
learning the art of being an office boy. 
After that period he moved up into 
the payroll department. 

Three years later he moved into the 
treasury department. After a brief stay 
there, he journeyed to the bookkeeping 
department where he soon earned the 
job of head-bookkeeper. 

He took his next important forward 
step in 1908, when he was given charge 
of the company’s books after the comp- 
troller’s department was formed. When 
the supply department of the Western 
Electric Co. moved to uptown New 
York, Mr. Wagner went with them as 
accountant. On January 1, 1928, he 
was made assistant secretary. 


Adams to Direct Promotion for 
Westinghouse Supply Co. 
Marshall Adams has been appointed 

sales promotion manager of the West- 

inghouse Electric Supply Co., 150 

Broadway, New York. He formerly 

held the same title in the merchandising 

department of the Westinghouse Elec- 
tric and Manufacturing Co. in Mans- 

field, O. 

In his new assignment Mr. Adams 
will be responsible for the promotion 
of all lines handled by the Supply Com- 
pany in all its branches. In addition to 
the headquarters organization each 
sales district has its own organization 
for local promotional work. 


v 


Atlantic Electrical Supply Issues 
New "Electrical Guide" 

The 18th edition of the “Atlantic 
Electrical Guide” has recently been dis- 
tributed to its customers by the Atlantic 
Electrical Supply Co. of Richmond, Va. 
This 110 page catalog, five by ten 
inches, includes prices for both single 
quantities and carton lots. A depart- 
ment number at the bottom of each page 
indicates the discount which applies. 

The following statement is carried on 
the inside cover: “Our catalogs are 
solely intended for the use of the elec- 
trical trade. We serve only electrical 
contractors, retail electrical dealers, 
public utility companies, manufacturers 
who use electrical material as a com- 
ponent part of their product, and in- 
dustrial plants that maintain a construc- 
tion department in charge of compe- 
tent electricians. The possession of our 
books by persons other than above men- 
tioned does not in any way obligate us 
to sell them at wholesale prices.” 

v 


G. E. Supply Closes Pittsfield 


and New Bedford Houses 
The General Electric Supply Corp. 


has recently closed its branches in 
Pittsfield and New Bedford, Mass. 

This brings the total number of 
houses closed during 1932 to six as 
branches at Atlantic City, N. J., Jack- 
son, Mich., and Appleton and La 
Crosse, Wis., were closed earlier in the 
year. 

















February, 1933 ELECTRICAL WHOLESALING 








B UILDINGS that were wired sufficiently to meet the needs of ten 





Follow through on or twenty years ago represent the great potential market for modern 
your local range cam- electrical equipment—that is EXTENSION WIRING. 
paigns with the com- 
plete Colt-Noark line 
of combination range In homes there is an existing need of modern refrigeration or elec- 
auton. tric cooking; in offices, modern business equipment calls for greater 
electrification; in schools, more adequate lighting and the motorizing 
Ride th of manual training devices; in factories, there is a growing demand 
ia2@ @ 


for extended circuits to provide for increased production, better light- 


COLT NO ARK ing and the heat treatment of metals. 


Li This market is alive right now—right under the noses of electrical 

- contractors who may be sitting around complaining about conditions. 

to 

Wj t a 33” Wherever circuits are extended new switches must be installed 

ty With the COLT-NOARK complete line you will help your contrac: 
tors provide for every meter service and industrial need. 











COLT’S PATENT FIRE ARMS MANUFACTURING CO. 


PIONEERS OF PROTECTION SINCE 1836 
Hartford, Conn., U. S. A. 


Electrical Division 


BOSTON CHICAGO 





NEW YORK PHILADELPHIA 
Pacific Coast Representative 


H. B. SQUIRES COMPANY 
1.1.32 SAN FRANCISCO LOS ANGELES SEATTLE 
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Retires as Graybar Official: After 35 


years of service with the Western Elec- 


tric and Graybar Companies, Louis 
Fiille has retired from the Graybar or- 
ganization. He is succeeded as secre- 
tary and general auditor by Martin E. 
Wagner, formerly assistant secretary. 








Philco of Oregon Has Permanent 
Appliance Exhibit 


Under the leadership of Ira F. 
Powers, the Philco Distributors of 
Oregon, Inc., has been organized to re- 
place Philco Radio Distributors. This 
means a wider scope of activities on 
the part of this distributor, stronger 
financial backing, and a larger sales 
organization. By February first it was 
expected that three new salesmen would 
have been added. 

Headquarters of the company are now 
at East 3rd and Davis St., Portland, 
in a large warehouse building. Here 
are modern offices and an unusual type 
of display room. The latter is a large 
auditorium approximately 50 by 100 
ft., which has been fitted up with a 
series of rooms, furnished as they would 
be in a modern home, in order to dis- 
play effectively radios, refrigerators, 
washing machines, vacuum cleaners and 
electric ranges. This will in effect be 
a permanent exposition of major elec- 
trical appliances for the use of dealers 
and their customers. Instead of being 
radio and refrigeration distributors, as 
in the past, the company will hence- 
forth be distributors for a complete 
line of electrical appliances. 

In addition to Mr. Powers, the per- 
sonnel will include H. D. Hansen, vice- 
president and sales manager; L. D. 
Hewitt, sales representative; Fred 
Hoesly, service manager, and R. S. 
Morris, superintendent. 


v 


Triangle Wholesale Becomes 
G. E. Distributor 
The Triangle Wholesale Electric Co., 
303 E. Main St., Muncie, Ind., has been 
appointed a General Electric distribu- 
tor, according to a recent announce- 


ment by C. E. Wilson, vice-president of 
the Merchandise Department at Bridge- 
port. The Triangle Co. will handle 
G. E. construction materials and traf- 
fic appliances, including clocks, fans, 
cleaners, sunlamps and Hotpoint heat- 
ing devices. 


Obituary 








Leo M. Dunn 


Death closed a notable career of long 
and outstanding service to the electrical 
industry on Friday, January 20, when 
Leo M. Dunn, “vice-president of the 
Graybar Electric Co., passed away at 
his home in Garden City, L. I. 

On March 10, Mr. Dunn would have 
completed 47 years of continuous serv- 
ice with the Bell System and Graybar 
Electric Co. His career began in 
March, 1886, when he started as office 
boy with the Central District Printing 
& Telegraph Co. of Pittsburgh. After 
24 years of service in the operating end 
of the telephone business, Mr. Dunn 
came with the Western Electric Co. in 
1910 as chief storekeeper at Pittsburgh. 





Leo M. Dunn 


He was made manager in 1913, and was 
transferred to Philadelphia as man- 
ager in 1918. Later the same year he 
was appointed assistant eastern district 
manager, and was transferred in 1921 
to New York as manager. Later that 
year he became eastern district man- 
ager, and in 1923 was made general 
merchandise manager of the entire 
Western Electric Supply Department. 
When the Graybar Electric Co. was 
formed in 1926, Mr. Dunn was made a 
vice-president. 

Mr. Dunn’s passing is mourned by a 
host of friends within and without the 
entire electrical industry. His fellow 
workers particularly will miss his lead- 
ership, his wise counsel, and, most im- 


portant of all, his friendly, understand- 
ing personality. 


v 
Edwin M. Herr 


Edwin M. Herr, 72, vice-chairman of 
the board of directors of the Westing- 
house Electric and Manufacturing Co., 
died December 24 at his home, 1035 
Fifth Avenue, New York. 

Mr. Herr was born in Lancaster, 
Pa., May 3, 1860. Before completing 
his high school course he was a tele- 
graph messenger and at 16 was a 
telegraph operator. Later he was oper- 
ator and station agent for the Kansas 
Pacific Railway at Deer Trail, Colo. 
Continuing his studies while employed, 
he was able to enter Sheffield Scientific 
School of Yale University in 1881 and 
was graduated in 1884. 

He became a mechanical draughts- 
man for the Chicago, Burlington and 
Quincy Railroad at Aurora, IIl., then 
engineer of tests, superintendent of 
telegraph and finally division superin- 
tendent. In 1891 he became divisional 
master mechanic of the Chicago, Mil- 
waukee and St. Paul Railroad and from 
1893 to 1894 was general superintendent 
of the Grant Locomotive Works in 
Chicago, later becoming general man- 
ager of the Gibbs Electric Co. of Mil- 
waukee. In 1898, George Westinghouse 
asked him to accept the position of 
general manager of the Westinghouse 
Air Brake Co. 

In 1905.Mr. Herr was elected vice- 
president of the Westinghouse Electric 
and Manufacturing Co., served as one 
of the receivers, and upon its reorgani- 
zation, resumed his old position. He 
was made president in 1911. 

Yale University and Franklin and 
Marshall College conferred honorary 
degrees upon him, and in 1920 he was 
decorated by the Emperor of Japan 
with the Order of the Rising Sun in 
recognition of his interest in the train- 
ing of Japanese students at the West- 
inghouse works and of the company’s 
effective aid in the electrical develop- 
ment of Japan. 


vV 
Col. E. E. Nash 


One of the oldest and best known 
lamp manufacturers, Col. E. E. Nash, 
passed away at the Clark Hotel, Los 
Angeles, December 30, at the age of 
84. As head of the Peerless Lamp Co. 
of Warren, O., Col. Nash was well 
known to most of the old timers in the 
electrical fraternity. He had been re- 
tired for several years after selling his 
plant to the General Electric Co. 

His son, Ralph Nash, is district man- 
ager at Philadelphia for the National 
Lamp Works of the General Electric 
Co. 
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PANTHER and DRAGON TAPE 
and the * Salesman 
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Panther and Dragon Tapes have proved by ligent salesmanship. We have given the sales- 
test to be better than most and as good as any man exclusive features such as_ cellophane 
in their class. That makes them saleable but wrapping sealed on each roll. We have given 
does not make the sale. Quality cannot “speak each tape a distinctive green core and a color- 
for itself” until voiced by experienced sales- ful attractive box. We have given the privilege 
men. While proud of Panther and Dragon of selling these products of the Okonite Com- 
quality, therefore, we know that, in the last pany exclusively through the wholesale trade. 
analysis, it is the wholesaler’s salesman who We have done all we can to make your selling 


really gets the order. profitable and easy and to give you a product 
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We, of course, do all we can to back up intel- you can sell with assurance. 
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HAZARD INSULATED WIRE WORKS 
Division of 


THE OKONITE COMPANY 
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\ Factory: Passaic, N. J. 
\ Sales Offices: NEW YORK . CHICAGO . PHILADELPHIA . PITTSBURGH . ST. LOUIS 
\ BOSTON e ATLANTA . SAN FRANCISCO ° LOS ANGELES e DALLAS ° SEATTLE 
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Fans for 
EVERY need 


in the 


Desk and Brack- 
et Fans, 8, 10, 
12 and 16 inch. 


complete 


DIEHL line 


32” and 52” Ceil- 
ing Fans, revers- 
ible and non-re- 
versible types. 


HETHER your dealers sell to 

homes, stores, offices, res- 
taurants and hotels, or to the- 
atres, bakeries and industrial plants 
where the requirements range 
from small desk fans to large exhaust 
fans, the Diehl line fills every need. 


With sturdy construction, attrac- 
tive appearance and well known de- 
pendability as paramount features, 
Diehl Fans find ready acceptance 
with ventilation prospects and offer 
wholesalers an excellent opportunity 
for profitable all-year-round sales. 


9” to 48” 
Exhaust and 
Ventilating 
Fans. 


Attractive sales helps are avail- 
able to all Diehl distributors and 
dealers to assist them in making 
1933 a successful fan year. 


Write for the 1933 Catalog—it 
describes the entire line of fans and 
sales helps. 


DIEHL MANUFACTURING CO. 
Electrical Division of 
THE SINGER MANUFACTURING CO. 
Elizabethport, N. J. 


BOSTON 
PHILADELPHIA 


ATLANTA 
NEW YORK 


| eS ; 10” 
Ventilator, Wall Cab- 
inet type with louvres. 


Wind-O-Vent CHICAGO 


















Sunlamp Boosters: Office employees of 
the Madison, Wis., branch of the Cres- 
cent Electric Supply Co. set a good ex- 
ample and demonstrate one of the uses 
of a sunlamp by working under one 
placed at each desk. 


W. A. Kennedy Goes With 
Royal Eastern 

William A. Kennedy, for many years 
sales manager for the Sibley-Pitman 
Electric Co., New York City, and later 
a vice-president of the General Electric 
Supply Corp., has been appointed sales 
manager of the Royal Eastern Elec- 

trical Supply Co., New York City. 
Two other former G. E. Supply men 
have also joined the Royal Eastern or- 
ganization. J. A. Kerr will cover up- 
per New York State and Marty Klaus 
will handle his old Brooklyn territory. 


v 


1932 a Record Year for 


Johnson-Weller 

In March, 1931, Johnson-Weller, 
Inc., Portland, Ore., was a newly es- 
tablished radio and radio parts dis- 
tributor. While a very satisfactory 
business was done the first year, 1932 
produced a volume nearly three times 
that of 1931. Taking into consideration 
that they had only about nine operating 
months in 1931, still, 1932 showed a 
gain of better than 100 per cent over 
the preceding year. Tubes and parts 
and accessories were the lines that 
showed constant progress, though a fair 
volume was also done in sets. 

According to Mr. Weller, the busi- 
ness has been showing a profit in the 
most depressed times in history, which 
in itself stands out as something of a 
record. Early in January they had on 
their books orders for 30 auto radios 
awaiting delivery by the factory. 

This company has also specialized in 
sound equipment. While activity in this 
line was limited in 1932 it promises to 
soon become one of their major activi- 
ties. 





v 


Frank R. Elliott Wins Christmas 
Lighting Prize 

In a Christmas lighting contest, 
sponsored by the Narberth (Pa.) Busi- 
ness Council, Frank R. Elliott, presi- 
dent of the Elliott-Lewis Electrical Co., 
Philadelphia, was awarded second prize 
for the most distinctive scheme of ex- 
terior Christmas lighting on his home. 
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Wholesale Trade Defined in 
Oklahoma City 


The electrical wholesalers of Okla- 
homa City, in cooperation with the 
local chapter of the National Electrical 
Contractors Association, have adopted 
the following classification of buyers 
entitled to purchase at wholesale: 

1. Licensed electrical contractors and 
contractor-dealers. 

2. Other distributors handling elec- 
trical supplies exclusively. 

3. Refrigerator distributors, installa- 
tion requirements only. 

4. Oil companies, both producers and 
refiners. 

5. Pipe lines; construction, operation 
and maintenance requirements only. 

6. National buyers (including chain 
stores and factory branches), operation 
and maintenance requirements only. 

7. Industrials; manufacturing, con- 
struction, operation and maintenance 
requirements only. 

8. Hotels and other public buildings 
employing full time licensed electri- 
cians; operation and maintenance re- 
quirements only. 

9. Department, hardware and drug 
stores; for resale only on items regu- 
larly carried in their stocks. 

10. Public utilities. 

11. Elevator service; such material 
as is necessary in signal work and from 
elevator cut-off switch. 

12. Railroads, steam and electrical. 

13. Appliances sold to established 
outlets for resale. 

14. Welding electrodes, magnet wire, 
miniature lamps, insulating materials, 
heating and ventilating equipment when 
sold to distributors and dealers regu- 
larly handling such items and to manu- 
facturers when incorporated in the 
manufactured product. 

15. Governments; city, state and fed- 
eral. 

16. Motor dealers and repair shops. 

17. Sign companies with licensed elec- 
tricians. 

18. Radio manufacturers, dealers and 
service men; aerial and maintenance 
requirements only. 
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Lamp Sales Hold Up Well: A prelim- 


inary estimate by the General Electric 
Co., of the number of incandescent 
lamps sold in the United States during 
1932 indicates a total of 546,800,000 for 
both large and miniature lamps. 


Highlights and Spotlights for Easter Displays 








With Every Order of: 











Vv 


CurtiStrip 


The Simplified wiring channel and raceway that 
Saves Labor 


Every new installation of X-Ray Re- 
flectors is a prospect for the logical 
sale of CurtiStrip. X-Ray Reflectors 
help sell CurtiStrip and CurtiStrip 
helps sell X-Ray Reflectors. 









sn | 
Saves Time Saves! Money 


CurtiStrip is a standardized wiring 
channel that makes it possible for 
the contractor to do the wiring job 
quicker and better. The economies 
in wiring which CurtiStrip permits 
often helps land the order for other 
material besides X-Ray Reflectors. 





Just as easy to use CurtiStrip for 
complicated angle job as for a 
short or long straight run. 


Every order of X-Ray Reflectors (and 
even other lighting equipment) justifies 
the suggestion—“Why not use Curti- 
Strip on this job?” 


CurtiStrip has many uses besides wiring 
show windows. (Ask for bulletin “More 
Uses for CurtiStrip.”) Sell it on your 
next regular or special job. Saves Time, 
Labor and Money! 





Mount CurtiStrip on ceiling or sus- 
pend on various hangers. 


X-Ray Reflectors help sell CurtiStrip! CurtiStrip helps sell MORE X-Ray Reflectors! ! 


° Curtis Lighting ° 
New York 


aseweseeseesessseaseasl) se this Couponseeeseenenessssssses= 


or Write Direct to 
Curtis Lighting, Inc., 1121 W. Jackson Boulevard, Chicago, Illinois 


Please send — the following literature giving ideas on uses for CurtiStrip: 


. “More Uses for CurtiStrip’” (No. 727) . “% Mile of CurtiStrip” (Ne. 597) 
- “Speed” (No. 671) . CurtiStrip Specification Sheet (No. 540). 
Send literature that will help . . . . Sell X-Ray Reflectors for Show Window Lighting . ..- - 
. LightStrip . Special Lighting (give 
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details) 
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Manufacturers’ 


Activities 


aie news of changes 
in policy, personnel and location. 
Illustrations of new and improved 
electrical products and announce- 
ments of latest trade literature 








Frigidaire Returns to One Year 
Guarantee 

In announcing the return of the 
Frigidaire Corp. to a one year guaran- 
tee on its entire line of refrigerating 
equipment, -E. G. Biechler, president 
and general manager of the company 
stated: 

“We feel that a guarantee of one 
year or even less is a sound way to 
sell refrigeration products. Such guar- 
antees Have proved highly satisfactory 
in merchandising other mechanical 
products. 

“Unusual competive conditions were 
responsible for the appearance of the 
long time guarantee in the refrigera- 
tion field. 

“Dealers generally, public utilities 
and department stores particularly, have 
positively expressed to us their prefer- 
ence for a one-year guarantee, and our 
change in policy is, in a measure, in 
compliance with their wishes.” 


v 


Change in Agents Announced 
by Circle F 


G. V. Weir, sales manager, Circle F 
Manufacturing Co., Trenton, N. J., has 
announced the following changes in 
agents and agents’ territories. 

C. C. Pierce of Boston will cover 
Massachusetts and northern New Eng- 
land. 

R. W. Mitscher of Buffalo has been 
appointed representative for New York 
State. 

G. A. Fischer of Indianapolis will 
cover that territory and R. E. Myers 
will handle Missouri, Kansas, Oklahoma 
and Arkansas. 

Other agents announced include J. J. 
Schaller Co., Los Angeles and Russell 
Baker, Charleston, W. Va. 


v 


Warner Jones and C. F. Powers 
form Cleveland Agency 
Warner Jones and C. F. Powers 
have formed the Powers-Jones Sales 
Co. at 1900 Euclid Avenue, Cleveland, 
O., and are covering Ohio, western 
Pennsylvania and part of West Vir- 


ginia. They also have two salesmen 
out. Mr. Jones, formerly with the 
National Carbon Co. and leading bat- 
tery manufacturers, has been operating 
his own sales agency for several years. 
With Mr. Powers he has reorganized 
his company in order to handle more 
lines and do a more intensive sales 
job. 


v 
William H. Traeger Joins P. & S. 


Pass & Seymour, Inc., Syracuse, 
N. Y., has recently added William H. 
Traeger to its Chicago sales organiza- 





Wm. H. Traeger 


tion. Mr. Traeger, who was formerly 
sales engineer with the General Cable 
Corp., will be located at St. Louis and 
will cover the states of Missouri, Kan- 
sas, Oklahoma and Arkansas. 


v 


Three New Distributors for 
Stewart-Warner Refrigerators 

Three more refrigerator distributors, 
among them the Parson’s Electric Co., 
2010 Grand Avenue, Kansas City, Mo., 
have been added to the Stewart- 
Warner list, according to C. W. 
Strawn, sales manager of the Refrig- 
erator Division. The others are: the 
Korsmeyer Co., 412 S. Ninth St., Lin- 
coln, Neb. and the Electric Service Co., 
Inc., 1121 N. E. Second St., Miami, Fla. 


Specialty Sales Department 
Established by General Electric 


A specialty appliance sales depart- 
ment has been established by General 
Electric Co. under the general direction 
of P. B. Zimmerman, who will also 
continue as manager of the company’s 
electric refrigeration department, it has 
been announced by T. K. Quinn, vice 
president. The new department will 
assume complete responsibility for the 
distribution and sale of General Elec- 
tric ranges, G-E dishwashers and G-E 
kitchens. 

“Our present refrigerator distribu- 
tors,” the announcement continues, 
“will continue to represent us in the 
sale of refrigerators, ranges, dish- 
washers and the G-E kitchen, in pre- 
scribed territories, as the major sales 
outlets of the specialty appliance sales 
department. The Edison General Elec- 
tric Appliance Co., Chicago, will manu- 
facture and sell an entirely separate 
line of lower-priced ‘Hotpoint’ ranges, 
principally to and through central sta- 
tions, using the warehousing and ac- 
counting facilities of the G. E. Supply 
Corp.” 

“All of the products of the Edison 
General Electric Appliance Co. here- 
after will carry the trade name of 
‘Hotpoint’, dropping ‘General Electric’ 
from the Hotpoint name,” says George 
A. Hughes, president of the Edison 
company. “Heavy duty cooking equip- 
ment, however, will continue to be 
marketed under the trade name ‘Edi- 
son’.” 


Vv 


Changes Announced by 
Trumbull Electric 


The Trumbull Electric Mfg. Co., 
Plainville, Conn., announces the ap- 
pointment of Elmer T. Carlson as sales 
manager of their panel switchboard 
plant at Ludlow, Ky. He assumed 
duties January 3, taking the place of 
M. J. Kallaher who recently resigned. 
Mr. Carlson formerly was connected 
with the Boston office. 

B. Hallberg, district manager at Chi- 
cago, has announced the removal of the 
company’s Chicago office from 2001 W. 
Pershing Rd. to 564 W. Monroe St. 
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Westinghouse Offers Wide Line | 
of Air Conditioning Equipment | 

Recent announcements tell of the for- 
mation of a new Air-Conditioning De- 
partment of the Westinghouse Electric 
& Manufacturing Co. which will co- 
ordinate its various existing activities 
and project its future activities in this 
field. 

Commercial equipment either now is, 
or soon will be available for railway 
car cooling; room cooling for homes, 
offices, and shops; low temperature 
radiation heaters, and steam operated 
refrigeration equipment for commercial 
and industrial applications. 

Among the interesting developments 
being carried on which have not yet 
reached a commercial state is that of 
the reversed refrigeration cycle for 
winter heating, and which also can be 
used for summer cooling as well. 

The plans of the Air-Conditioning 
Department are intended to make West- 
inghouse an important factor in the 
air-conditioning field aside from large 
centralized plant installations. 

v 





| 


Zinsmeyer Opens Agency 
in Los Angeles 


E. Zinsmeyer, formerly vice-president | 
of the Frank Adam Electric Co., St. | 
Louis, in charge of the Pacific Coast | 
district, has established a manufactur- | 
ers’ agency, Zinsmeyer, Inc., at 717 
Mateo St., Los Angeles. 

The new firm will represent the 
Frank Adam Electric Co., Diehl Mfg. 
Co. and Major Equipment Co. in the 
states of California and Arizona. J. D. 
Land has been appointed district man- 
ager at San Francisco. 











Rushing the Season: Down in Akron, 
O., these boys go out bright and early 


after fan orders. Roy W. Haege, left, 
is now manager of supply sales for the 
Akron branch of the General Electrical 
Supply Corp. His companion is R. J. 
Heaney, Jr., representing the fan sales 
department of the General Electric Co. 
at Bridgeport. 





“Victory” «i Wiremold! 





How Wiremold will help Every 
Jobber and His Salesmen in 1933 


“Quick sales at a fair profit! Small 
jobs—but plenty of them! Easy, sim- 
ple installations that the customer can 
pay for—but which keep the contrac- 
tor and his workmen busy in the shop 
and on the job!” 


That’s why Wiremold Lighting 
Strip meets the need of the moment. 
A made-to-measure window lighting 
job exactly suited to each merchant’s 
requirements, that can be assembled in 


the shop and taken to the job and 







"Assemble 

in shop— snap in place. 
take to job 

—and hang 1298-0 
it up!" 


hung in place! (Can also be made 
portable—a great selling point!) 














You can sell 
] . 
em with 
W iremold 
Lighting catia ak ie 
Strip | ten distance 





Because it gives the contractor a 
profit on labor as well as material— 
and tickles the customer. 

Get busy! Go out and get your con- 
tractor friends on their toes. There is 
business to get—if you go after it! 


Lay wired sockets in Channel No. 1100-B. Then turn two 
screws (with lugs) to lock each socket into position. 
Snap-on Cap No. 1100-C to fit spaces between sockets and 


Cut 








1126 Socket 














PRICE 


on all 


advantages of the Neon Glow 
Lamp now take on added meaning 
in view of this drastic cut in price. 
For details of new prices apply to 
-your jobber or to any General 


Electric Wapor Lamp Co. office. 


545 Copr. 1983, General Electric Vapor Lamp Co. 


Announcing a substantial 


REDUCTION 


NEON GLOW LAMPS 


The well-known economies and 





A colorful counter-window display card 
with easel ig available for dealers. Also 
attractively illustrated folders. Specify 
quantity desired when ordering lamps. 





GENERAL @B ELECTRIC 
VAPOR LAMP COMPANY 
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Victory in ’33 


with 


One 
of the 


Country 5 


BEST SELLING SPECIALTIES 


Engineer to salesman: "Are they suitable for motor starting?" 

Salesman to engineer: "The best type of switch on the market for con- 
trolling single phase fractional h.p. motors with or without overload protection. 
One plant electrician not only usesi tumbler switches for controlling the motor 
driving small grinding anaue but wires a light over the wheel in parallel 
with the motor. The light is burning when the motor is running—a valuable 
safety feature." 














Engineer: "Are they available in 3-pole?" 
Salesman: "Yes. Maximum 3-pole rating 2 h.p. without overload protection." 
Engineer: "ls it good engineering to use them on lighting circuits?" 


Salesman: "Yes. Electricians in a large number of plants of all kinds 
prefer tumbler switches for sectionalized lighting control." 


Without Overload Protection 


I—Either surface or flush mounting or for use with 
float attachment or switch unit only. 


2—2 Pole—30 Amp. 125 V. 20 Amp. 250 V. 3 Amp. 
600 — H. P. 220-440 V. A. C. '/4 H. P. 250 
V. D.C. 


3—3 Way—!0 Amp. 125 V. 5 Amp. 250 V. 


4—3 Pole—30 Amp. 125-250 V. D. C. & 220 V. A. 
C. 5 A. 440-550 V. A. C. 2 H. P. 550 V. A. C. 





SURFACE 


With Overload Protection 


|—Either surface or flush mounting or switch unit only. 


2—Single Pole—!/, H. P. 110 V. A. C. 1 H. P. 220 V. D. C. 
Calibrated. 3/10—6 amperes. 





The Trumbull Electric Mfg. Co. 


@ GENERAL ELECTRIC ORGANIZATION 


Plainville Conn. 





What Is a Manufacturer's Agent? 
By M. C. BALCH 
Balch-Kenney Co., Minneapolis, Minn. 


Within the last four months, the 
head of an electrical wholesale firm 
told me that he never bought from a 
factory represented by a manufacturer’s 
agent if he could secure the same, or 
nearly as good, merchandise from a 
directly represented principal. Being 
partly by choice and partly by neces- 
sity a manufacturer’s agent, I took this 
home and “so to bed.” I knew only too 
well that, while there was no personal 
sentiment involved, the reasons for this 
wholesaler’s policy should be tracked 
down and analyzed. 





M. C. Balch 


In the first place, what is a manufac- 
turer’s agent? In the electrical industry 
he is the total sales force, in a given 
territory, for from one to 50 or more 
different manufacturers. It is some- 
times believed that he arises at 10 a.m., 
calls on his trade between 11 o’clock and 
noon, is to be found at the club until 
two and then hies himself to the ball 
game, or the golf links, for the balance 
of the day. This popular conception 
includes his “plucking” orders for his 
varied principals, as fast as he can 
cover his “territory” during his one- 
hour-a-day working period. 


This conception of the manufacturer’s 
agent appears to be shared by distracted 
sales managers in swivel chairs back 
atthe factory offices, by wholesale ex- 
ecutives and by the man on the street, 
who has recently been informed that 
his services are no longer needed by the 
firm for which he has been laboring for 
years past. To the first of these the 
agent represents his solution of salaried 
salesmen; to the second, the contact 
with his source of supply; and to 
the last group, whose name is legion, 
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he seems to be the only port in a storm 
where no jobs are to be had. 

During the past 15 years how many 
firms in the electrical business have 
been able to continue with a salaried 
sales force? To ask this question an- 
other way, how many of the factories 
who maintained high grade sales forces 
during boom times have retained these 
same men today? Hundreds of these 
concerns, finding it necessary to reduce 
their selling expense, have placed their 
men on commission. This step is natu- 
rally followed by the addition of kin- 
dred lines by the salesmen to allow 
them to make a living. The next 15 
years will show the same hills and val- 
leys with ambitious sales managers 
building up fine sales organizations dur- 
ing the better times, only to be forced 
to drop all they have built in the val- 
ley of a depression. 

Thus the time probably will never 
come when the factory agent will not 
be an economic blessing to some one, 
and by the same token a curse to others. 


Probably, reduced to its simplest 
terms, the objection of the wholesaler’s 
executive to which I have alluded, is 
that there appears to him to be a wide 
difference in the equipment of the man- 
ufacturer’s agent and the factory sales- 
man. He believes there is little he can 
obtain in the way of cooperation from 
the former as compared to the latter. 
In despair he has assumed from the 
worst experience he has had—which is 
always what we most easily recall—that 
all agents are as bad as the worst, and 
from that mental picture he puts them 
all in the same category. 

If this one man was thinking along 
these lines there probably are others 
elsewhere who think as he does and, if 
all manufacturers’ agents are just a 
“pain in the neck” to these gentlemen, 
something should certainly be done about 








Believe in Speed: I. C. Reiff, district 
manager and A. Boz, representative, 
both of the Chicago office of John I. 
Pauling, Inc., New Bedford, Mass., made 
a hurried trip to the factory, flying to 
New York and back. Boz claims his 
“What Care I” expression is not the re- 
sult of any fear of his first plane ride. 








CONTRACTORS 
CAN SELL 
WIRING— 
BUT WE'VE 
BOTH GOT 
TO HELP 





Line Of Wall Plate Merchandise 


offers your contractor-customers an easier way to sell wir- 
ing. It gives them something new to show—something new 
to sell. The sale starts at the wall plate, but it doesn’t 
end there. It goes all the way back to the meter, and in- 
cludes wire, conduit, fittings, supplies—all of which swell 
your sales volume. 


Your contractors can sell—but we’ve both got to help. 


offers, exclusively 
Dp & through P&S-DES- 
PARD distributors, 


two novel merchan- 
dising aids for the Contractor. 

First is a neat Display Case in 
which the Contractor carries to 
his prospective customer four pop- 
ular and wanted P&S-Despard 
Combinations. This sales kit 
makes merchandise out of wiring 
jobs. 

Second is a chart of 18 wiring 
diagrams which show the Contrac- 
tor the best combinations to sug- 
gest to his customers—combina- 
tions which give the home owner 
increased service, added conven- 
ience and greater economy in the 
use of light and appliances. 

The wholesaler who utilizes 
these P&S sales aids to help his 
contractors get more business, 
makes both friends and money in 
each transaction. 


PASS &SEYMOUR. Inc. 


SOLVAY STATION 
SYRACUSE, NEW YORK 
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BIG MARKETS 


for 





CONNECTORS 


ELECTRICAL CONTRACTOR 


Tell your electrical contracting 
friends that Ideal Wire Connectors 
eliminate tape, solder, torches—they 
screw on like a nut, quick and easy. 
In addition, they make a better elec- 
trical connection and give better pro- 
tection. 


RESALE MARKET 


Hardware Store and Electrical Store 
buyers should know that Ideals come 
packed in an attractive colored coun- 
ter display carton. Ideal supplies at- 
tractive counter display cards, folders 
and advertising helps. Ideals are sold 
in big quantities “‘over the counter.” 


FABRICATING MARKET 
A free trial of Ideal Wire Con- 


nectors will prove conclusively to man- 
ufacturers that Ideals are more eco- 
nomical and quicker. They eliminate 
plug connections, terminal blocks, 
binding posts, ete. There are no tap- 
ping or soldering operations. Ideal 
will gladly send free samples. 


Ideal has always protected the 
wholesaler—theirs is an exclu- 
sive wholesaler policy. 





WIRE 
CONNECTORS 


Ideal Commutator Dresser Co. 
1047 Park Ave. Sycamore, III. 


- tar <a 
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When Friends Meet: 
manufacturers’ representative and W, G., 
Sheets of the Trico Fuse Mfg. Co., meet 
at the Allen Electric Co. in Cleveland, O. 


E. S. Bolton, 





it. What is it, then, that a manufac- 
turer’s representative can do to become 
an “economic blessing”? 


The sensible thing for him to do, it 
seems to me, is to set a rule, a gage of 
some kind, and try in a measure to fill 
this bill. The manufacturer’s agent 
must of necessity know several lines— 
let him learn these as thoroughly as if 
his entire income were to come from 
the success attained in the sale of any 
one of these lines. That amounts to 
“knowledge of the subject,” which is 
one of the oldest rules we ever learned 
in any “correspondence school.” 


Just as important as knowledge of 
each line, is responsibility. Responsi- 
bility to customer, as well as to prin- 
cipal. If, to each of the third parties, 
this agent once proves his absolute in- 
tegrity, he has established his house on 
a firm foundation. 

Just as important as knowledge and 
responsibility is the ability and willing- 
ness to work, which covers a great deal 
of territory. By this I do not refer to 
circulation among the  wholesaler’s 
desks, where cigars are enjoyed by all; 
nor to the hale and hearty mixing of 
personalities on all occasions. It is cir- 
culation among the wholesaler’s trade 
that counts. It is the orders that are 
earned from the sweat of your brow 
that produce the lasting goodwill of the 
customer you actually sell, the whole- 
saler. Once the agent establishes the 
fact with each wholesaler that he is 
supporting him just as a “factory man” 
is compelled to do in the natural routine 
of his salaried job, right then he may 
expect the friendly cooperation of each 
wholesaler. Continually contacting the 
contractors and dealers and building up 
a real demand for the agents’ goods is 
a simple rule that will get results. This 
is work but it is the first thing a factory 
man must do, so why not take this sim- 
ple rule from the chief competitor of 
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Signal Offers Both 








Why lose a fan 
sale simply be- 
cause you do not 
have in stock a fan 
to meet the cus- 
tomer's purse? 
Stock Signal fans, 
and you'll have a 

range of sizes and 

prices to meet RIES 
your customer's “* 
demands. Fan bus- 
iness seeks the 
well-stocked store 
- - where a com- 
plete line of fans 
is displayed. 








Signal fans have 
quality too - - 
1903 quality at 
1933 prices. They 
are fans you can 
back up. 


Your jobber has 
the complete Sig- 
nal line. Catalog 
and prices are 
yours for the ask- 


ing. 


Signal Electric Mfg. Co. 


Menominee, Michigan 


SIGNAL 


No. 1250 Cool Spot 16 inch 
oscillator - - quality at a low 
price. Also made in 12 inch 





Ne. 550 Signal Oscillator - - 
a omer priced 10 inch _ 
- with dependable quali 
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the manufacturer’s agent and apply it 
to his own agency? 

It shouldn’t be a very difficult job to 
sell a wholesaler a good piece of mer- 
chandise. Merit is so perfectly clear 
that the wholesaler generally sees that 
as well as you do. Half of the merchan- 
dise offered today could be sold by 
sending samples to the wholesaler, if 
the system of distribution didn’t fall 
down at that point. The wholesaler re- 
alizes his limits, which—to put it point- 
edly—consist in having too much to sell. 
Every piece of merchandise must be 
pushed by someone. This places the 
burden of pressure on the factory and 
the factory’s sales force. Therefore, if 
the factory’s sales force is to be a group 
of manufacturer’s agents, they will 
have to push that line or it will never 
be a “howling success.” This is what 
I am trying to say—a manufacturer’s 
agent must, if he is to perform a real 
selling job, do those things which he 
would do if he were on the manufac- 
turer’s pay roll. 

“He who would be master must first 
be the servant of all.” It is a long time 
since these words were given to us by 
Christ, but that was Christ speaking 
to the business man and for the first 
time telling us that service comes first. 
Is the manufacturer’s agent a real serv- 
ice to the region he travels in? Is he 
a part of the system of distribution or, 
as this wholesaler put it, is he just an 
order taker? 

“Somewhere in this favored land” 
there is the perfect salesman, one who 
gets all the obtainable business at very 
low sales expense, but between this 
“what a man,” and the worst you can 
imagine, there are the great rank and 
file of those striving to do the best 
they can under conditions as they are 
today. 








"The Wholesaler Is Not a Banker": 
Says M. W. Nichols, president, Nichols 
Electric Co., Dayton, O. When a con- 
tractor asks him for an extension of time 
on his account or offers to give him 
notes, Nichols tells him to borrow from 
his bank. If the contractor is a good 
risk the banker will accommodate him. 
If he is not, Nichols: doesn’t want the 
business. 











To Wholesalers and Salesmen ~ 


Thank You! 


You wholesalers and salesmen have made it possible to pre- 
vent price cutting on the Hamilton Beach Model B Food 
Mixer. You have not sold to dealers who were known to be 
price cutters. You have cooperated with us in cleaning up the 
few isolated cases where a dealer cut price. The result is that 
regular jobbers and dealers make their full profit. 


Hamilton Beach appliances are distributed on a clean cut 
jobber-dealer policy. Even the largest department stores and 
public utilities must buy through jobbers. 


@asu Prizes 


In addition to the $10.00 cash prize awarded by “Exec- 
TRICAL WHOLESALING”, Hamilton Beach Manufacturing Com- 
pany will give two additional cash prizes to the two next high- 
est men. These extra prizes will be awarded each month— 


February, March, April and May. 


Second prize $7.50 
Third prize 5.00 


These awards will be made under the rules of the “Victory 
in *33” contest of “Electrical Wholesaling”. 


HAMILTON BEACH 


Hamilton Beach Mfg. Co., Racine, Wis. 








New Food Mixer Attachments 


You'll soon receive complete information about the 
new attachments for the Model B Mixer. We know 
you expect Hamilton Beach to produce something 


“better”. You won’t be disappointed. 
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New Sales 


Opportun 





A pictorial presentation of 


new and improved products, as re- 


ported by manufacturers of electrical 


ities 


supplies, equipment, appliances and 
specialties 











Humidifier 


A new humidifier which is said to humid- 
ify, wash the air dust-free and alleviate 
smoke and cooking odors, is extremely 
economical to operate, current consump- 
tion being only about 40 watts. It uses 
no coils and is equipped with a General 
Electric motor. Solid copper and brass 
throughout. Standard finish is statuary 
bronze. List price, $37.50. Walton Mfg. 
Co., Inc., Newark, N. ].—Electrical Whole- 
saling, February, 1933. 








Electric Dishwasher 


Although made to retail at only $98, this 
new electric dishwasher is said to have all 
the distinctive operating features of high 
priced models. The model B-3 fills from 
the faucet, measures the water automat- 
ically, and empties electrically into the sink, 
yet is absolutely portable and requires no 
plumbing installation. It handles 55 pieces 
of china and glassware plus silver at one 
time. Rolls into a convenient corner when 
not in use. Finished in light green porce- 
lain enamel with gray lacquer trim. Vel- 
vet finish cover and inlet-outlet arm. The 
Conover Co., Chicago, Ill. — Electrical 
Wholesaling, February, 1933. 


Electric Clock Line 


A new line of electric clocks, which in- 
dicate the time in numeral form rather 
than on the conventional dial, consists of 
five attractive models ranging in price from 
$14.50 to $28.50. Time-telling figures 
change every sixty seconds. Easily con- 





nected and set, the clocks require no ad- 
justments or oiling. Designed for opera- 
tion on 110 volts, 60 cyclesa.c. Pennwood 
Clock Corp., Pittsburgh, Pa —BElectrical 
Wholesaling, February, 1933. 


Service-Lite 

This light, specially adapted to use in 
automobile and gasoline service station 
pits, truck, bus, steam and traction line 
shops, and for the illumination of viaducts 
and tunnels, is said to be impervious to 
the harmful effects of gas, vapor, moisture 
and temperature changes. Body of the 
unit is made of cast aluminum. A brass 
ring, secured by brass screws, holds the 








extra-strong glass in place. Joint is se- 
cured by use of two heavy-duty moulded 
rubber gaskets. Reflector is designed to 
throw light at an angle of .45° with the 
horizontal. Access to the interior can be 
had simply by removing screws of the outer 
frame and lifting the glass. Revere Elec- 
tric Co., Chicago, Ill_—Electrical Whole- 
saling, February, 1933. 





Mercury Flasher 

Featuring compactness, quiet operation 
and adjustability for a wide range of 
speeds, this new mercury flasher is adapt- 
able for a variety of signs. It is made 
with single or double circuits to flash on 
or off, for alternate sides, or two colors 
with overlapping. The mercury tubes can 
handle 30 m.a., 15,000 volt transformer or 
1,000 watt lamp load. Flasher can be fur- 
nished for a.c., 110 volt or 220 volt, 60 
cycle or 50 cycle current. Motor is of 
shaded pole disc type, adjustable for 
speed from 18 to 30 r.p.m. and from 30 
to 60 r.p.m. Flasher can be installed in- 
doors, outside or in the sign. Reynolds 
Electric Co., Chicago, Ill. — Electrical 
Wholesaling, February, 1933. 





Automatic Defroster 
This automatic defroster is a simple de- 
vice which interrupts the flow of electrical 
current into a refrigerator long enough to 





permit defrosting every 24 hours. Once in- 
stalled, the problem of defrosting can be 
forgotten as this device not only will keep 
ice from collecting on the coils but prevents 
the temperature of the box from rising to a 
temperature high enough to melt the cubes. 
To install it is only necessary to plug the 
device in the convenience outlet, plug the 
refrigerator into the defroster and set the 
dial. Four adjustments permit its use with 
any make of refrigerator. Bond Electric 
Corp., Jersey City, N. J —Electrical Whole- 
saling, February, 1933. 
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Regulator Switch 


Said to be capable of handling six 
times the full load current, a new, com- 
pact pressure regulator switch with over- 
load protection has been developed for 
use on domestic water supply systems. 
The switch is rated electrically for 34 h. p. 





on alternating current and % h. p. on di- 
rect current. The switch can be adjusted 
to operate the system at a maximum pres- 
sure of 65 pounds, and provides a differ- 
ential pressure adjustment setting of from 
12 to 28 pounds. Mechanism is mounted 
in a neat black bakelite case with tight- 
fitting sealed cover. All internal parts are 
made of rustless steel or are cadmium 
plated. Terminal screws are on the out- 
side of the case within a terminal cover, 
which is arranged to clamp the conductor 
cable. Cutler-Hammer, Inc., Milwaukee, 
Wis.—Electrical Wholesaling, February, 
1933. 


Adjustable Window Lighting 
Units 


A new adjustable unit, specially designed 
for show-window lighting, is made in two 
sizes. It is claimed by the manufacturer 





that unique construction insures a high in- 
tensity of evenly distributed light, and a 
low service and installation cost. Hous- 
ing is of Swedish iron, a finish that will 
harmonize with any window or trim. Fur- 
nished with individual self-aligning louv- 
ers and color screens. The Wadsworth 
Electric Mfg. Co., Inc., Covington, Ky.— 
Electrical Wholesaling, February, 1933. 


Oil Burning Refrigerator 


A newly introduced line of kerosene- 
operated refrigerators is designed for use 
in unwired homes. Kero Unit refrigerators 
are made in 5, 6% and 8 cubic foot capaci- 
ties. About one quart of kerosene will 
give 24 hour refrigeration with two crops 
of ice in that period. Freezing speed for 
84 ice cubes is less than two hours. Main- 
tained food compartment temperature is 
less than 50 degrees even during the heat- 
ing cycle. User is required to refill and 
light the three burner oil stove every 24 
hours and see that the condenser cool- 
ing tank is kept filled with water. Mar- 
ket for this type of refrigerator is esti- 








mated at over 6,000,000 unwired homes and 
farms. Gibson Electric Refrigerator 
Corp., Greenville, Mich.— Electrical W hole- 
saling, February, 1933. 


Fan Heater 


This fan heater combines the principles 
of fan-forced heat and reflected heat. The 
propeller fan produces a broad smooth 
flow of hot air rather than a hot spot of 
heat which does not circulate. Fan and 
heating unit are controlled by separate 





switches. The fan, operated independ- 
ently, may be used for cooling purposes in 
warm weather. Reflector is 14-inch diam- 
eter, solid copper, chromium plated. En- 
tire unit is finished in black and chrome. 
Motor operates on 110 volt, 40-60 cycle 
a. c. Will not cause radio interference. 
List price, $7.95. F. A. Smith Mfg. Co., 
Inc., Rochester, N. Y.—Electrical Whole- 
saling, February, 1933. 


Heated Aquarium 


This new aquarium for tropical fish is 
equipped with a built-in Westinghouse 
thermostat, which automatically controls 
the heating element and insures the main- 
tenance of a temperature conducive to 








health. Unless the water is maintained at 
some fairly constant temperature between 
72° and 87°, these fish are susceptible to a 
much-dreaded disease called “Ick”. The 
heating element is located below the bot- 
tom of the aquarium. A green signal light 
glows when the thermostat has the heat 
turned on. Tropic-Arium, Inc., Cleveland, 
Ohio.—Electrical Wholesaling, February, 
1933. 
Vapor Projector 

Liquids spread on a screen of jute fabric 
in the rear of this unit are vaporized and 
blown into the room by the action of a 





motor-driven fan. Bakelite case is 6” high, 
4” wide and 3%” deep. Fan operates at 
2500 r.p.m., thoroughly mixing the liquids 
with air and projecting the vapor at a rate 
of 400 cu. ft. per minute. It is claimed 
that by using a special pine oil, the unit 
will provide relief for most nasal and 
bronchial ills. Each unit is provided with 
four screens so that different liquids may 
be used. List price, equipped with a. c. 
motor, $10; with universal motor, $12.50. 
R. M. Bryan, 110 W. 48th St., New York 
City. — Electrical Wholesaling, February, 


1933. 
Air Heating Unit 


A sturdy, inexpensive portable air 
heater, designed to deliver heat in ail 

















directions, is only 534” high and 9” in 
diameter. It’s design allows cold air to be 
picked up from the floor level, heated, 
and delivered back to the floor level, a 
process which is said to insure’ higher 
floor zone temperature and more even 
distribution of heat. Equipped with shaded 
pole type motor which insures elimination 
of noise and radio interference, oilless 
bearings and an enclosed type heating 
unit. Case has art-style bronze finish. 
Built to fit under low-slung furniture. 
Rating 1025 watts, 115 volts. List price, 
$9.50. Edwin L. Wiegand Co., 7500 
Thomas Blvd., Pittsburgh, Pa—Electrical 
Wholesaling, February, 1933. 
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Electric Deep Fryer 


With a total capacity of one gallon and 
a working requirement of only three pints 





of oil or fat, this new deep fryer is par- 
ticularly well adapted for use in restaurants 
and lunch rooms. Fryer kettle is made 
of heavy aluminum and equipped with an 
1150 watt electric unit of the ring type. An 
all-aluminum basket, with hexagonal per- 
forations, drains quickly and is easily 
cleaned. Special thermometer fits into the 
thermometer well and insures accurate 
temperature control. Equipped with heavy 
10-foot cord having convenient switch 
near the appliance. West Bend Aluminum 
Co., West Bend, Wis.—Electrical Whole- 
saling, February, 1933. 


Safety Fuse Plug 
The safety fuse attachment plug illus- 
trated here offers protection from fire due 
to defective cords and connections and sim- 
plifies the changing of fuses. To change 





a fuse, it is only necessary to pull plug 
from the convenience outlet, slide off 
cover, replace blown fuse and slide the 
cover back on. No tools are necessary. 
Fuse can not be changed without discon- 
necting the attachment plug. Brown & 
Hoffman, Cleveland, Ohio.—Electrical 
Wholesaling, February, 1933. 


New Radio Models 


Five new models, two employing an 11- 
tube duo-superheterodyne chassis, and 





three a new seven-tube superheterodyne 
circuit, have been added to the Stewart- 
Warner radio line. Special features of the 


11-tube sets, Nos. 55 and 56, include new 
tube equipment, large size power trans- 
formers, complete shielding, automatic 
and manual volume control, two-speed 
Magic dial, local and distance switch and 
electro-dynamic reproducer. The new 
seven-tube circuits used in models 63, 64 
and 65 have been especially designed to 
utilize the latest developments in radio 
tubes. An inter-station noise suppressor 
which eliminates “between station” noise, 
has been incorporated. Model 56 Master 
Dial All-Wave, is illustrated here. Stew- 
art-Warner Corp., Chicago. — Electrical 
Wholesaling, February, 1933. 


Lighting Unit 
An indirect illuminating unit, recently 
introduced, is made in two models—one 
with oxidized aluminum reflector, the 
other with fired porcelain enamel reflector. 
Both models may be had in three sizes, 
both with or without enclosing, light- 





directing globe. Illustration shows unit 
with enclosing globe. Canopy is 6” in di- 
ameter and has knockout plug for switch. 
Reflector supported by three rods—can be 
easily removed for cleaning. Lower bowl 
is evenly illuminated by reflected light rays 
passing through perforation. Photometric 
charts show 82% output with enclosing 
globe and 87% without. The Edwin F. 
Guth Co. St. Louis, Mo.—Electrical 
Wholesaling, February, 1933. 


Grocery and Drug Store Unit 


Store shelves and counters are spot- 
lighted by this new light. Designed espe- 
cially for use in drug and 
grocery stores, illumination 
may be concentrated on dis- 
plays and minimized in the 
aisles. ST-200, shown here, 
is a simple sphere suspend- 
ed from the ceiling on a 
5%” stem. One half of the 
sphere is a specially de- 
signed clear crystal pris- 
matic hemisphere, resting 
in a circular frame, at- 
tached to the opaque half 
by means of a hinge and 
latch. Receptacle is prop- 
erly positioned to take a 
200 watt lamp and is backed 
by an aluminum oxide re- 
flector. Finish of metal 
parts is dull nickel. This model is de- 
signed for lighting shelves. SL-200, the 
level model, is for counters only. List 
price, $12.00. Holophane Co., Inc., New 
York City.—Electrical Wholesaling, Feb- 
ruary, 1933. 








Weatherproof Circuit Breaker 


These weatherproof circuit breakers, in- 
cluding capacities up to 50 amperes, are 
each con- 
tained in a 
special box 
provided 
with a wa- 
tershed top 
and cover. A 
one-inch pipe 
fitting in the 
top and 
knockouts 
in the lower 
sides and 
bottom per- 
mit conduit 
connections. 
Main cover 
slips in un- 
der. t@¢€ 
watershed 
and can be 
sealed in 





place. An 
auxiliary 
spring lid 


protects the breaker handle and a water- 
shed under the lid prevents water from 
entering at the handle opening. Breakers 
are manufactured in two and three pole, 
solid neutral, 125, 125-250 volts and may be 
had with meter test features. Square D 
Company, Detroit, Mich. — Electrical 
Wholesaling, February, 1933. 


Fuse Clip Clamp 


Designed to compel proper alignment 
and positive contact between fuse knife 
blades and the switch fuse block, this new 
fuse clip clamp is said to save premature 
and frequent blowing of fuses and to save 





fuse blocks. The clamp is applied by slip- 
ping it over the switch fuse block after 
the fuse is in place and turning down on 
the machine screw illustrated. Lever ac- 
tion closes the jaws of the clamp in vise- 
like action. Made in two sizes, No. 102 
to handle 100 to 200 amperes and No. 412 
to handle 400 to 1200 amperes. Ideal Com- 
mutator Dresser Co., Sycamore, [Ill.— 
Electrical Wholesaling, February, 1933. 


Photoelectric Controller 

Flexibility, which allows it to be actu- 
ated by a phototube or by delicate contacts 
carrying only a few microamperes, and low 
cost make this photoelectric controller 
adaptable to applications such as counting, 
limit switch, door opening and automatic 
weighing. Is available for any commercial 
a.c. circuits. Light sources available to 
operate at distances up to 22 ft. from the 
phototube. Housings are of cast aluminum 
and can be had in splash proof designs. 
Westinghouse Elec. & Mfg. Co., East Pitts- 
burgh, Pa.—Electrical Wholesaling, Feb- 
ruary, 1933. 
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J. A. Jacques Opens 
Chicago Agency 

The Electrical Sales and Engineering 
Co. is a new manufacturers’ agency re- 
cently established at 516 W. Monroe 
St., Chicago, by J. A. Jacques and 
A. L. Glick. 

Mr. Jacques has been actively con- 
nected with the electrical industry for 
the past 30 years. After 14 years with 
the Western Electric Co. he served as 
district manager of the Square D Co. 
at New York and Pittsburgh, later 
opening his own agency in Pittsburgh. 
For the past few years he has been 
located at Chicago as divisional sales 
manager of the Triangle Conduit Co. 
of Brooklyn. 

Mr. Glick spent a number of years 
with the Habirshaw Cable Co. and for 
the past eight years has been with the 
Triangle Conduit Co. 

Mr. Jacques’ son, A. R. Jacques, is 
also associated with the new firm which 
will cover the greater part of the states 
of Indiana, Illinois, Wisconsin and 
Iowa. 


Vv 
"On to Chicago" Contest An- 


nounced on Hotpoint Ranges 

The Edison General Electric Appli- 
ance Co. has just announced an “On to 
Chicago” nation-wide contest for retail 
salesmen of Hotpoint electric ranges. 
The period of the contest is from 
March 1 to June 30, and the winners 
of the contest will assemble in Chicago 
for one week in August at the Century 
of Progress Exposition. 








Builds Large Electrical Department: 
In 1925 P. R. Campbell was called to 
the Missoula Mercantile Co., Missoula, 
Mont., a large general merchandise 
wholesaler, to build up an electrical de- 


partment. The result of his efforts has 
been an electrical department that is 
comparable to any average sized electri- 
cal wholesaler in a territory of this char- 
acter and possibilities, with a gross vol- 
ume in normal times running to several 
hundred thousand dollars annually. 
While stocks carried are not exception- 
ally large they are unusually complete 
and represent the products of the best 
manufacturers. 








ANNOUNCING THE NEW 


Bul 


12.350 


List 





+2350 


List 


SYNCHRONOUS ELECTRIC TIME SWITCH 


PS > ? 


Combining these Outstanding 


Features in One Model: 


. High capacity — Total load 100 Amps. 


Accurate time —Synchronous motor driven. 
Weather proof cast iron padlockable case. 
All parts absolutely rust proof. 

Built to give years of dependable service. 
Priced for the present day market. 


Every detail of the new “BADGER” has been worked out with the express 
intention of offering the greatest value in the time switch field—truly a quality 
time switch at a remarkably low price. 


Made and Guaranteed by 
RELIANCE or LIGHTING CO. 


1907 Mead Street 


Racine, Wis., U.S. A. 








In actual comparison, Fretz-Moon Conduit bends 25% 
easier than ordinary rigid conduit. It also bends freely 
to any requirement without distortion, flattening at the 
bend, opening at the weld, scaling of the galvanizing 
or cracking of the glass-like enameled inner surface. 

All three Fretz-Moon brands are free-bending— 
ENAMELITE, black enameled; ELECTRO GALVITE, 
electro-galvanized; HOT DIPPED GALVITE, hot 
galvanized by a special process. 


FRETZ-MOON TUBE CO., INC. 
BUTLER, PENNA. 


TRETZ-MOON 


R/IG/D CONDUIT 
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— SOLDERING 


LUGS 


All round end 
Sherman Lugs 
smaller than 15/16” 
Oo. D. are made 
under the Sherman 
Patent and are the 
type which has se- 
cured great promi- 
nence. They are 
absolutely seamless 
all around, 











Approved 





Sherman Soldering 
Lugs are approved 
and listed by the 
Underwriters’ 
oratories. 


A Lab- 
/ Patented 





| Heavy Duty 


SHERMAN Heavy 
Duty Soldering 
Lugs have flat con- 
tact surfaces, seam- 
less extra heavy 
copper tubing; are 
made to dimensions 
prepared by Com- 
mittee; will replace 
cast lugs for most 
installations. 





Sold thru Jobbers 
Write for complete literature 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 











Profit in This New Siren 


Designed for industrial 
plants, schools, banks, 
institutions, etc. Used 
both as a fire alarm and 
a starting and quitting 
signal. Easy to install. 
Easy to sell. Write for 
our literature and special 
contest discount. 


FEDERAL ELECTRIC CO. 


8758 South State Street 
CHICAGO, ILLINOIS 





SHERMAN: 








| ringing 
| drawn by the lamps flows through the 
| bell but, as it amounts to only 0.15 

; | amp., 
7 Heavy Duty | 








An Economical Circuit for 

Illuminated House Numbers 

By an ingenious arrangement of 
miniature lamps such as are used in 
radio panels, it is entirely practical to 
maintain an illuminated house number 
with an average cost for current of less 
than one dollar per year, according to 
the General Electric Review. 











2 MAZDA#40 
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The tiny lamps are connected in 
series across the electric doorbell push 
button and operated from the bell- 
transformer. The current 


its volume is not sufficient to 
operate the bell. The fixtures designed 
for this purpose can be very easily in- 
stalled without touching the lighting 
circuits. 


v 


R.C.A. and Grigsby-Grunow 
Settle Patent Dispute 
David Sarnoff, president of R. C. A., 

has recently announced that: 

“An amicable agreement has been 
reached for settlement of litigation, be- 
tween the Grigsby-Grunow Co. and 
the Radio Corp. of America, General 
Electric Co., Westinghouse Electric 


| and Manufacturing Co. and others. 


“The. Grigsby-Grunow Co. releases 
the R. C. A., General Electric Co. and 
Westinghouse Company from all claims 
involved in this litigation and all other 
claims. 


“The Grigsby-Grunow Co. has exe- 
cuted the standard supplemental radio 
receiving set license. The standard 
radio tube license has also been issued 
to the Grigsby-Grunow Co. for a period 
of five years with an option to extend 
it for an additional five-year period. 


“The R. C. A., General Electric and 
Westinghouse Companies obtain li- 
censes, with the right to license others, 
under the radio patents of the Grigsby- 
Grunow Co. 


“Satisfactory disposition of this liti- 
gation has been effected in order to 
avoid further economic waste and busi- 
ness disorganization. Taken with the 
termination of other litigation it should 
tend further to harmonize and stabilize 
conditions in the radio industry and 
should prove advantageous to the pub- 
lic and trade generally.” 








WIN CASH PRIZE setin 
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1932 SALES EQUALLED 1931! 


Win that CASH PRIZE by selling this easy- 
quick-selling item to your electrical, radio, 
hardware dealers, etc. Used in every room 
in every home! _ Sells for 10c—and how it 
sells! “Automatic salesman” 4-color counter 
ecard (shown above) tells the tale—makes 
the sale. QUICK—grab this chance to WIN 
CASH PRIZE. Ask your Sales Manager to 
have these Justrite Counter Cards in stock! 


JUSTRITE MANUFACTURING CO. 
2045 Southport Ave., Chicago, Il. 














A Two Station ’Phone Outfit com- 
plete with wire and staples 


TO RETAIL AT $6.00 Per Pair 





Mid. by 
S.H. COUCH COMPANY, INC. 


4 Arlington St. North Quincy, Mass. 
Agents throughout U, S$, and Canada 
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A New Prize Winner 


PAINE IMPROVED 
CONDUIT CLAMP 


ee —— 


\ 





Just slip the bolt with nut attached 
into the Slot. Everyone who has 
ever used the ordinary clamp will 
be quick to appreciate the time and 
trouble-saving features of this 
clamp. 
Use This New Clamp to Land 
That Big Order 


Send for Sample and 2-Color 
Catalog Sheet 
Other Prize Winners 
Paine Spring Wing Toggle Bolt 
Paine Lead Anchors 
Outlet Box & Fixture Hangers 
Pipe Straps — Switch Boxes 
100% Jobber Policy 
PROMPT SHIPMENTS 


THE PAINE COMPANY 


2951 Carroll Av., Chicago 
79 Barclay St., New York City 
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Sell 


YAGER’S 
Soldering Paste 


No soldering paste could 
do better at any price so 
why not simplify your 
selling efforts by offering 


YAGER’S 


Yager’s soldering paste 
is packed in standard 
containers and 10, 25 
and 50 lb. drums. 











Write for 
FREE 
m- Sample 
YAG a] S m1 Alex. R. Benson 
i i Co. 
SOLDE RIN Incorporated 
ie f, phere ui Hudson, N. Y. 
Since 1873 

















Hale and Hearty as Ever: A familiar 
figure at the Hot Springs conventions 
is Curt Hawley of the Inter-Mountain 
Electric Co., Salt Lake City. Here he 
is as he appears in his native environ- 
ment. He is working mighty hard these 
days digging up business for Inter- 
Mountain. 





New Publications 


SELLING By EmpLoyers—Policyhold- 
ers’ Service Bureau, Metropolitan Life 
Insurance Co., One Madison Ave., New 
York City. 24 pp. Copies gratis on 
request. A digest of the experiences of 
87 retail, wholesale, service and manu- 
facturing organizations in using fac- 
tory, office and other employees not on 
the sales force, as active salesmen. 
Describes how employee selling plans 


in current use. 


HanpsBook OF INpusTRIAL ELEcTRIC- 
1ry—By M. Kushlan, E.E., McGraw- 
Hill Book Co., Inc., 330 W. 42nd St., 
New York City. 535 pp., 600 ill. $4. 
A reference book for electricians, fore- 
men, inspectors and contractors. 


power, telephones and signals in resi- 


| dential, public and industrial buildings | 
|and for outdoor installations, also in- | 
spection kinks, repair problems, main- | 


tenance work and estimating. 
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a Mrs.Co. 
OFFERS 


A Complete Line of 
WIRING DEVICES 
For the Jobber 
Circle F Mfg. Con Intentl 














The | 
field covered includes wiring for light, | 
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Outstanding 
Features 


mean greater value 
at no extra cost! 


1. Starts cut at any angle. 
2 Teeth will not catch in 
© corners. 


3. 


4. Reduces cutting time. 


Starts quickly with a full cutting 
stroke. 


3. No scraping to begin cut. 
6. Will not slip off cutting line. 
Distributes wear full length of 


Z. blade. 


| Especially designed for electri- 
\cians, it is the best blade to cut 
'BX, wire mould conduit, angles, 


etc. Gives long service without 


| breakage. 
are organized and operated and gives | 
details of many different types of plans | 


Backed by a splendid merchandising 
plan to your trade. 








Fine Teeth Start Cut Like Feed Screw 
of Auger Bit 








Fine Teeth Spot Cut at Exact Mark— 
Will Not Slip Off Cutting Line 


errrrr SELL 


MILFLEX 
DUPLEX 


ELECTRICIAN’S SPECIAL 
HACK SAW BLADE 


The HENRY G. THOMPSON & SON CO. 
Est. 1876 New Haven, Conn. 
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Two-gang unit for 3 or 4 numbers: 


Nos. 100 to 9999 inclusive 
Single-gang unit (7901) for one or 





two numbers: No. 1 to 99 inclusive 





SUTCthitianiiniee, Metal 


ART A HEGEMAN ELECTRIC COMPANY, MARTFORD ONN 
Display 
Stand 


supplied with each unit. 
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SELLS NOW— without waiting for general wiring jobs or new building. 
CREATES a profitable wiring job for the Contractor. Requires use of an inside 
switch control—an additional sale for your customer. Clear, white numerals, 
illuminated at night, can be read 75 feet away. Sure to be seen over 
front entrances of houses and apartments and for room numbers in hotels 
or office buildings. . . Cadmium-finish plate and rubber mat make a 
weatherproof job. Installed in standard one or two-gang wall boxes; 
takes 110-VOLT SERVICE. Standard 3-Watt candelabra-base lamp is 


Illustration at left shows metal Display Stand—equipped with switch, 
warning light, cord and plug ready-wired for demonstration purposes. 
Use it to show your Contractor customers a way to get business NOW. 


ELEGTRIC DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD, CONN. 
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PLYMOUTH 





WILL HELP YOU TO 
VICTORY IN 


No selling is easy today. There 
are precious few buyers waiting 
to place orders. But many sales 
can be made if the customer is 


asked to buy. 
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PLYMOUTH RUBBER COMPANY. Inc. 
CANTON, MASS. ° 





Because Plymouth tapes are the best 
salesmen any house can have, they 


will help you to Victory In °33. 


Talk Plymouth on every call. Ask 
‘em to buy! It's simple, but it’s 
mighty effective. Try it. 


100% wholesaler protection 








Manufacturers 


Since 1896 
« 


ee RUBBER COMPANY, Inc. 
CANTON, MASSACHUSETTS 

















































CAN YOU DO ABOUT SALES? 


profit. For quick turnover, due to user demands, you 
can’t beat BUSS Super-Lag Fuses. 


RY giving the buyer a chance to find out how 
he can get the results he wants. That’s not so 
hard—simply show him what BUSS Super-Lag 


Fuses will do for him. 


Point out how they keep motors whirling, ma- 
chines running, operators working and production at 
peak. All these things mean money to the user. 
That’s why users buy BUSS Super-Lag Fuses quick 
—when they know the facts. 


WHAT ABOUT PROFIT FOR YOUR 
HOUSE AND YOU? 


Once sold, a BUSS user doesn’t switch. He will 
give you his repeat business again and again—and 
you know that in repeat business there is the best 


BUSSMANN MANUFACTURING COMPANY, 2536 W. University St.. St. Louis, Mo. 


A Division of the McGraw Electric Company 


ee 
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“BUSS SUPER-LAG Fuses are entered in the Victory Contest—you can win with them” 


IF YOU DON’T KNOW WHAT TO SAY-- 
LOOK TO YOUR DISCOUNT SHEET 


On the BUSS sheet, in your binder, you will find 
a convincing sales story. It tells what BUSS Fuses 
will do for the user—how they will give him better 
protection and save him money. It shows charts 
comparing this new fuse with old fashioned fuses. 


It is a ready-made sales talk for you. 


Why not use it when you call on fuse buyers? It 
will help you build a profitable “non-skidding” fuse 


business. 





FUSE 












